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NPN Exclusive 


BRODIE pipeline meters 
record millions of gallons 
of aircraft fuel pumped 
to “satellite” storage 


a Shell’s main storage at the barge terminal 
two miles away, fuel is pumped daily to six “satel- 
lite” tanks at San Francisco International Airport. 
Three Brodie BiRotor Meters provide accurate 
records of every gallon received, simplifying con- 
trol of input. 

In critical services of this type, the sustained 
accuracy and low maintenance of BiRotor 
Meters is important. For only BiRotors offer the 
vibration-free, friction-free performance of true 


rotary operation with just two moving parts and 
no metal-to-metal. contact in the measuring cham- 
ber. Ruggedness of double-case construction with 
welded steel housing give extra margins of safety. 
Accessible unit-built assemblies allow fast in- 
spection, cleaning, service or replacement with- 
out disturbing line connections. Whatever your 
metering needs, consult your Brodie Metering 
Specialist today. 


RALPH N. BRODIE COMPANY - San Leandro, California, U.S.A. 


DALLAS 7, TEXAS 


550 Soe. Columbus Ave. 167 Parkhouse St. 


CHICAGO OFFICE: 
1227 Circle Ave., Forest Park, til. 


SEATTLE 9, WASH. 
221 9th Ave. N. 


LOS ANGELES 22, CALIF. 
5401 Sheila Street 


REPRESENTATIVES WITH STOCKS AND SERVICE FACILITIES IN ALL PRINCIPAL CITIES 





























“MAGIC CIRCLES” 


Ethyl’s 1958 Campaign to Help You Sell More Gasoline 


The more extra driving people do for 
pleasure, the more gasoline will be 
sold at your service stations. 


So Ethyl’s 1958 Market Expansion 
Program will promote extra driving 
within the “Magic Circle” of pleas- 
ant things to see and do in the area 
around every car owner’s home. 


There will be full-color ads in LIFE, 
LOOK, SATURDAY EVENING POST, 


and SUNSET. Each month more than 
65,000,000 “Magic Circle” messages 
will promote extra pleasure driving 
tocarownersthroughout thecountry. 

Nation-wide publicity will also pro- 
mote the fun of going by car. 

It’s all part of Ethyl’s continuing 
market-expansion service. 

Watch for “‘Magic Circle”’ ads and 
publicity starting in January. 
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New York 17, N. Y. 





No. 633-B COUPLER 


or. 


opw 


The Fastest, Safest, 
Curest Coupling Known! 

OPW a: Ka 
a1 Specials -f 


Just write us on 


ur fluids - Improved with OPW KAMLOKS 


OPW CORPORATION 


2735 Colerain Avenue e Cincinnati 25, Ohio Kirby 1-5400 


No. 633-F ADAPTOR 


No. 633-D COUPLER 


| 


No. 634-A DUST PLUG 


Gi 
No. 633-C COUPLER 
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Can you handle the new boom in credit card sales? 


Oil men are coming up with a fistful of sharp, fresh ideas in the credit field. They might help 
you turn some big headaches into good business opportunities 


This marketer buys teddy bears in carload lots 


He’s Buddie Billups, razzledazzle merchandiser from Dixie. With a wide array of novelties and 
a big-buy, big-sell philosophy, his “show” is expanding fast 


Dealer profits: They've been going down 


That’s one finding of a new Dun & Bradstreet survey. It shows the average dealer’s net profit 
dropped from 1.9% in 1951 to 1.1% in 1956 page 110 
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If high delivery expenses are eating away at your profit 


IAKE YOUR margin, let Mobil help you cut these costs . . . increase 


efficiency and profits! At your request, a trained spe- 
PROBLEMS 7O THE EXPERTS. cialist will be glad to help analyze the trouble and 


make definite recommendations. Additional experts 
Y are available to assist you with other tough problems, 
our too. For instance, help you reduce loading time. . . 


6 . “ ¢ help set up a preventive maintenance program . . . help 
Mobil Specialists t institute management procedures that make running 
a business easier—and more profitable. 
That’s why it’s good business to do business with 
Mobil. The expert advice you get from our staff of 
specialists . . . plus top-quality branded products . . . 
add up to a real competitive advantage for you. 
Mobilgas Talk to your Mobil salesman today. He's your 
direct line to the specialists. 


T in “TRACKDOWN” k, CBS-TV. 
MOBIL METHODS MEAN MORE PROFITS FOR YOU! Fs eas tig dae teas tiens sind ei 


SOCONY MOBIL OIL COMPANY, INC., and Affiliates: MAGNOLIA PETROLEUM COMPANY, GENERAL PETROLEUM CORPORATION 


NEW YORK 17, N. Y.—150 E, 42nd St. « CHICAGO 5, ILLINOIS—59 E. Van fey *. at De 18, MARYLAND—1914 North Charles St. « Reg et 1, 

WISCONSIN—907 South First St. « KANSAS CITY 13, MISSOURI—925 Grand Aves. « OIT 82, MICHIGAN—9¢e West Grand Bivd « ST. LOUIL 

4140 Lindell Bivd. « DALLAS 1, TEXAS. Magnolie Petroleum Co.. Magnolia Butiding ° i ANGELES CAL..—General Petroleum Corp., wi 4. Flower St. 
Socony Mobil maintains many other conveniently located service offices to give yen close and fast cooperation. 
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Behind Our Headlines 





UR Doris WELLS went to the Virginia Oil Men’s 
Assn. meeting to report it, and unexpectedly found 
herself a participant in a “brainstorming” session. 

It came about when LeRoy Schneider gave a talk on 
solving problems through “creative thinking.” 

Roy, a Sun jobber in Roanoke, Va., is an expert on 
the subject. So it’s more than coincidence that he is a 
successful distributor and that he applies creative think- 
ing to his work. 

Doris was invited to join a panel assigned to “brain- 
storm” the problem of creating more desire for educa- 
tion. Brainstorming is a process of generating ideas. A 
small group is given a specific problem. Then for a brief, 
fixed period they spew ideas intended to solve the prob- 
lem—without discussion or comment. Afterwards the 
ideas are assessed and applied. 

In eight minutes, nine panelists came up with 69 ideas. 
Schneider reported that 24 can be used in whole or part 
to help solve the problem. Some of those usable ideas 
were contributed by Doris, which is as it should be. She 
is in charge of NPN’s FACTBOOK, and it takes a good 
“idea girl” to run it. 

For that matter, all our editorial people have to be 
“idea men” to qualify for the staff. Why? Because the 
most popular commodity we offer our readers is ideas. 


OR AN IDEA-STUDDED article, we give you the story of 
Buddie Billups and his carnival of big-money sta- 
tions. 

This one wasn’t easy to get. Three years ago, when 
we decided to do a piece about the Billups operation, we 
found there was very little available information. At first, 
Mr. Billups was reluctant to talk about his company; our 
Southwest editor, Marvin Reid, made several fruitless 
trips to Billuns headquarters at Hammond, La. Later, how- 
ever, Mr. Billups and his aides provided basic details. 
Meanwhile, our field editors were sending in reports 
from all around the country, acting on orders to dig up 
everything they could on Billups. 

The result is one of the most fascinating reports NPN 
has ever printed (See page 98). If any reader can’t get 
at least one idea from it, he’s got this oil marketing busi- 


ness licked. 
pee Recece Editor 
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AT SINCLAIR'S FT. MADISON, IOWA, TERMINAL: 
Neptune’s Accuracy 


Defies Heat, Cold and 


a 


Here’s more proof of sustained accuracy .. . 


Seven Years of Heavy Load 


things you can see with your eyes: 


Working year-round in temperatures from 12 below to 109 above, 
these seven Red Seal petroleum meters have put through a yearly 
average of 6 million gallons each since Jan. 9, 1950. Some, on 
gasoline, have averaged far more, most of the time at peak 


flow-rates! 


Measuring chamber has 
only one moving ele- 
ment. No complicoted 
mechanism to get out 
of adjustment. Occa- 
sional dirt won't dam- 
age a Red Seal... 
chamber is easy to re- 
move, easy to clean. 


Double-case design 
eliminates distortion of 
measuring chamber 
caused by pressure or 
piping stresses. Pre- 
vents binding ond un- 
even weor. 


AFoouracy You Can Sank On 


NEPTUNE METER COMPANY 


e .NEW YORK 20, N. Y. 


“Capillary” seal . . . 
@ thin film of liquid 
+ «+ prevents weor 
tween piston and cham- 
ber. is_ rigidly 
controlled by precision 
machining . . . stays 
constant through long 
eccurate life. 


This patented ‘’Gear 
Shifter’ firmly locks 
calibration. Cannot 
drift or slip between 
tests. Eosy to adjust 
when required, but it’s 
seldom required. 


19 WEST SOth STREET 


To keep pace with modern marketing methods, the meters were 
up-dated recently by adding Print-O-Meter registers . . . a move 
made economical by Neptune’s exclusive Unit Replacement Plan. 
In the memory of Mr. Stan Huston, superintendent, there’s been no 
trouble except when a foreign substance accidentally got in some 
years ago. The meters still show no signs of wear. 

An unusual record? No. Chances are you, too, are getting the 
same fine performance from Red Seals on trucks or loading racks. 
Good reason why you should specify Red Seals next time, too. 




















Branch Offices. 
NO, KANSAS CITY, MO- + LOS ANGELES « 


PORTLAND, 
IN CANADA: NEPTUNE METERS LTD. 
1430 LAKESHORE RD., TORONTO 14, ONT. 


ORE. + SAN FRANCISCO (Millbrae) 


RS-27 


ATLANTA « BOSTON + CHICAGO + DALLAS + DENVER 








“We have 25 Neptune Meters in use now on our trucks and loading rack and find that they are the 
best that can be bought. We have used just about every type that is on the market . . .” states Mr. 
T. H. Potter, of T. T. “Tom” Potter & Son, Morehead City, N. C. 


25 in-plant vehicles are refueled through Red Seal 
LP-gas “compact” meter at Torrance, Calif., plant of 
National Supply Co. This fully approved LP-gas meter- 
ing system included all accessories in one safe, easy- 
to-install unit. 


25 Neptune remote control meters at Esso Standard Oil 
Company's big New Haven terminal speed loading of 8 
transports and trucks simultaneously. Automatic interlocks 
prevent withdrawal of any product until authorized by lock- 
ing ticket into office register. 





s - 


Rogers Oil Company, Raleigh, N. C., . . . a Neptune customer for 15 
years . . . have five 3-in. Auto-Stop Red Seals at their bulk plant, filling 
100 and 200-gallon truck compartments. Roger’s big business is kerosene 
fuel for tobacco curing and fuel oil for home heating. They also have 2” 
Red Seal meters on local delivery trucks. 

i "ee 


| 
t 


Small outlay keeps New York dealer’s 32 trucks rolling: In 4 to 15 
minutes, practically any meter service problem can be fixed simply by 
substituting one of these “spares.” With the truck back in service, you 
can clean, repair or renew the parts at leisure. 


























B.F.Goodrich hose stays flexible 
even in freezing weather 


A full-flow, kink-resistant hose for faster fuel oil deliveries 


ERE'S a fuel oil hose that handles 

easily, reels readily, saves many 
minutes each day. It speeds deliveries 
by keeping a full, unobstructed flow 
of oil moving from truck to tank, even 
in sub-zero temperatures. 

A special kind of rubber keeps the 
hose flexible, easy to bend in the coldest 
weather. Braided construction elimi- 
nates the need for wire reinforcement. 
This means B. F.Goodrich hose will not 
crush if accidentally run over. 

Tube won't flatten or collapse on the 
reel, to choke off flow or slow it down. 
Strong braided construction keeps this 


hose round, even when empty on the 
reel. Oilproof tube won't swell to 
reduce inner diameter. No flaking to 
roughen the inside surface and de- 
crease flow. 

Its thick, tough cover is built for 
rough use. Dragging it over curbs, 
rough sidewalks and driveways won't 
tear it. Letting it stand in gasoline, oil 
or grease won't damage it. 

Either one-time Permalock or re- 
attachable couplings can be used. Static 
wite bonded to coupling at each end 
of hose. 

Ask your B.F.Goodrich distributor 


to show you a sample and tell you 
more about Type 83 fuel oil hose—an 
improved hose that’s easier to handle, 
can make faster deliveries, and reduce 
operating costs. The B.F. Goodrich 
Company, Department M-237, Akron 
18, Obio. 


B.EGoodrich 


INDUSTRIAL PRODUCTS 
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Letters 


About tire ‘misrepresentations’. .. New goals for 
fuel oil men... Winning more lube repeat business 
for dealers ... A new slant on supermarketing 


Misleading Tire Ads? 


To THE EDITOR: 

Today there is deliberate misrepre- 
sentation on the part of some of the 
major rubber companies in all media 
of their consumer advertising. I am 
referring to their attempt to mislead 
the buying public with statements 
similar to “this tire was original equip- 
ment on last year’s model car.” 

What they have done is modify their 
tread design of the previous year’s 
original equipment tire, converting it 
from a first line to a second line tread 
in design and quality, and lowered the 
cord body construction from first line 
to second line. They are using the fact 
that the tread design has the same 
appearance as the original equipment 
tire on the previous year’s cars to mis- 
lead the public into thinking they are 
getting the 100 level tire that was 
original equipment the previous year. 

This same practice is being carried 
on in the truck tire phase of the 
business, too. 

(Name withheld on request) 


NPN invited the major rubber com- 
panies to-comment on this letter. Here 
are the comments received: 


> It is the policy of the B. F. Good- 

rich Tire Co. to differentiate between 

grades of its tires by the use of the 

brand “Silvertown.” Only original 

equipment and premium tires carry 

this bench-mark of quality which is 
never used on second line tires. 

H. W. Maxson 

Director of Public Relations 

B. F. Goodrich Co. 

Akron, Ohio 


® It seems to us that advertising at 
the retail level in the tire industry 
should have a_ thorough house- 
cleaning. 

Much of the newspaper copy and 
illustrations are misleading and con- 
fusing. As a result the public in many 
cases loses confidence in the dealer’s 
honesty and integrity. 

This advertising in most cases does 
not stem from the dealers, but from 
factory advertising organizations. 

The whole tire industry is harmed 
by these misleading ads. 

L. A. MCQUEEN 

Vice President in Charge of Sales 
General Tire & Rubber Co. 
Akron, Ohio 


® I do not believe any comment 

from me would be in order . . our 

company does not supply tires for 
original equipment purposes. 

I. ElsBROUCH 

Vice President and General Manager 

Tire Division 

Dayton Rubber Co. 

Dayton, Ohio 


Fuel Oil Credo 


® It is about time fuel oil dealers 
realized their strongest competition 
lies within their own industry and 
began to set their battle sights not at 
the bogey of natural gas but at their 
competitive local dealers. Natural gas 
has been a strong force within the 
fuel business. The fuel oil dealer who 
does not concede this point is existing 
in a fool’s paradise. To concede a 


(Continued on page 10) 
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EVER-TITE 


-the best quality 
QUICK COUPLINGS 


You save time and 
money when you use 
Ever-Tite Couplings 
because they speed-up 
deliveries, prevent 
leakage, and save 
wear on equipment. 
Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 
There are no sliding 
rings—no springs, 
ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 


If you want to get 
the most in coupling 
value get Ever-Tite. 
The Ever-Tite Trade- 
mark is a hallmark 

of dependability 

in fittings for the 
petroleum industry— 
proved by 18 years 
of pre-eminence. Ask 
your distributor now. 
EVER-TITE COUPLING CO. INC, 


254 West 54th Street 
New York 19, N. Y. 





Letters 


(Continued from page 9) 


point is one thing but to surrender 
profit needlessly is foolish. 

Natural gas will take its share of 
converts. But what of the majority of 
homes that will still be dependent 
on fuel oil? Natural gas customers will 
not reconvert to oil. In the same 
manner, successful campaigns for oil 
will not make the customer want to 
join the natural gas camp. 

It is about time we got off our high 
horses. We must take our feet out of 
the stirrups and place them on the 
level with our customers. How many 
fuel oil buyers know the color of the 
fuel oil delivered to them? Under- 
stand degree-day systems? Know if 
or why a chimney needs cleaning, or 
how they are inspected? Most oil men 
tend to talk shoptalk, but you cannot 
talk “No. 2 oil,” “100 gpm’s,” or 
“btu’s” with people not educated to 
the oil business. 

At one time my job was to create 
a market for fuel oil in coal-conscious 
New Jersey. We sold oil as an entity 
then. Our task is to sell oil as an 
entity now. 

A few years ago I told myself that 
it was about time to beat this new 
product, natural gas, with an even 
newer product, a premium fuel oil. I 
borrowed a page from the gasoline 
companies and created an additive 
and used a dehydrator. 

I had a new product—perfumed it, 
colored it red, mounted my dehy- 
drators on delivery trucks. Hy-Test 
303 premium fuel oil was not just 
another oil. It was something differ- 
ent. Something better . . I also 
learned to aim at the woman of the 
house and to hit customers in the 
pocketbook. 

It is time we turned our eyes for- 
ward to success. We must sell oil 
like we never sold oil before. It’s 
about time we did it with zeal, in- 
telligence and pride. 

JOHN VALK, JR. 
President 

Hy-Test 303 Corp. 
Rutherford, N. J. 


NPN reported on Hy-Test 303 in De- 
cember °56, p123. 


Meter Testing Costs 


® Certainly Gould Equipment Co.’s 
meter testing service (NPN—Oct. ’57, 
p169) is a very worthwhile service. 
But I must question the advisability 
of the equipment investment and de- 
preciation compared to the profit 
potential involved. 

It, of course, depends on the over- 
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GAS °*N SHOP 


SELECTO-MATIC GROCERIES 


PUES |] POR @ 
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FRUIT GRADE A 
Juices MILK 


“We also have a nice special on melons today.” 


Supermarketers: Line Forms to the Right 


> We have a brand new idea which 
we fully expect to patent. We would 
first like to contact a large oil com- 
pany for purposes of field testing and 
possible investment. 

We call this idea “Gas ’n Shop” 
(See “Shop ’n Gas,” NPN—Sept. ’57, 
p96). Our system works like this: 
while the service station attendant 
gasses your car a motorized grocery 
display pulls alongside for your in- 
spection; orders are rushed via radio 
to the nearest cooperating super- 
market along your direction of travel; 
a clerk will await you in front of the 
supermarket, order ready and grubby 
fist extended for payment. 

It is possible to have fluid products 
such as milk and juices stored in 


head factor of the equipment com- 
pany as applied to the number of 
meter customers in a given area. 
Such a plan would not work satis- 
factorily for our company because 
bulk meters are not used in most of 
the oil company plants in our area. 
We have a very busy and very popu- 
lar truck meter testing department in 
our own shop. It is profitable because 
the customer comes to us, and the 
equipment investment in meter test- 
ing apparatus on our part is not 
large. 

This service promotes the same 
kind of good will that Gould is obvi- 
ously getting, but we are not penal- 
ized profit-wise in the process. Pos- 
sibly I have placed too much 
emphasis on profit incentive, but I 
feel this is probably uppermost in the 
minds of most small businessmen. 

FRED G. COFFIELD 
President 

Coffield Supply Co. 
South Bend, Ind. 


underground tanks right in the serv- 
ice station. 

This system is designed to serve 
the motorist who is too busy to shop. 
Since shopping requires more time 
than a service station stop, the ob- 
vious place to combine service for 
maximun customer benefit and appeal 
is at the service station rather than 
the supermarket. Traffic increase in 
the station, as well as other benefits 
are too obvious to devote space to 
here. 

The line forms to the right. 


RICHARD A. WEIL 
President 

Weil Sales & Service Co. 
Chicago, Ill. 


Lube Follow-ups? 


® “How Can Your Dealers Draw 
More Repeat Lube Customers?” 
(NPN—Oct. °57, p133) is splendid 
support to our efforts to interest 
dealers in lubrication follow-up and 
direct mail advertising. This is a prob- 
lem which has been frustrating at 
best, and your story will help show 
dealers that customer good will and 
increased business will result from the 
use of business like methods of cus- 
tomer control. 


R. G. SHANKLIN 

Manager, Petroleum Products 
Retail Division 

Socony Mobil Oil Co. 

New York 


® As a company we have been far 
more successful in our efforts with a 
dealer-maintained record system than 
with the type offered by outside service 
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Letters 


agencies. We believe that among 
successful dealers the system is best 
maintained on the station. It offers 
the dealer a constant review of his 
buisiness, an opportunity to analyze it 
and an opportunity to take the nec- 
essary steps to obtain the business 
his own personal records reflect he is 
missing. 


i 


L. E. BLOOMER 
Manager, Retail Sales 
California Oil Co. 
Perth Amboy, N. J. 
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Small Car Trend 


®& You could include us among those 
majors who have adopted a watchful 
attitude toward the growing trend to 
small cars as reported in the October 
issue, page 96. 

At the moment, though, we do 
not think there is enough visible de- 
mand to warrant carrying special TBA 
items for these cars. However, with 
the entry of GM’s Buick and Pontiac 
dealers into the field, the situation 
might change rapidly in the near 
future. 
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L. J. SMITH 

Assistant General Sales Manager 
Cities Service Oil Co. (Pa.) 
New York 


® Frankly, I did not realize the small 

car market had grown so “big” during 

the past two years. We, too, have 

been watching like many other oil 

marketers, but this small car boom 

suggests more positive thinking, eval- 
uation and action. 

H. C. BERG 

Manager, Dealer Sales 

Signal Oil Co. 

Los Angeles 
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> Could you please advise me where 

it would be possible to obtain detailed 

information concerning the dimen- 

sions, including the wheelbases of 

these cars? 

Your help in supplying this infor- 
mation will be appreciated. 

A. E. BYECROFT 

Wedge Building 

Paoli, Pa. 
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For Mr. Byecroft and other readers 
who can use small-car data, NPN is 
preparing tables of statistics for im- 
portant foreign makes. Write Reader 
Service Dept. National Petroleum 
News, 330 West 42nd St., New York 36, 
N. Y. Ask for data sheet FC-1. 
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The Rockwell-Nordstrom valves shown 
above have a vital job at one of the 
nation’s largest and most modern air- 
ports. They control aviation fuel and 
lubricants that flow directly from an 
adjacent tank farm to fueling pits right 
on the field. 

Here’s why Rockwell-Nordstrom 
valves were specified throughout this 
unique fueling system. Only Rockwell- 
Nordstrom valves assure the positive 
shut-off so vital to safety and preven- 
tion of products contamination. And, 
because they close with a smooth, easy 


VITAL MEMBERS OF THE GROUND CREW 


quarter-turn, flow control is fast and 
foolproof. Additional benefits: compact 
design allows tighter manifolding and 
lubrication eliminates metal-to-metal 
wear for longest valve life at lowest cost. 

Rockwell-Nordstrom lubricated plug 
valves are available in a full range of 
sizes and types for every petroleum 
marketing need. And, they cost no more 
to buy—often less—than ordinary 
valves. Write for complete details or 
see your nearest supplier. Rockwell 
Manufacturing Co., Pittsburgh 8, Pa. 
Canadian Valve Licensee: Peacock Brothers Limited 


ROCKWELL-= Nordstrom VALVES 


Lubricant Sealed For Positive Shut-Off 





MERRY CHRISTMAS, 


Season’s greetings, marketers all! 
We're back for another Christmas ball, 
Singing carols, nothing loath, 

To distributors and suppliers both. 


Let’s start with suppliers: A wassail toast 

To major men from coast to coast. 

For Howard Vesper and Colonel Colley 

A Christmas greeting that’s loud and jolly. 
The same to Doc Jordan, Willard Wright, 

S. C. Bartlett and Benton, Dwight, 

C. J. Guzzo, Welch, J. A., 

Teddy Lyon and J. M. Shea. 

A bulging stocking may S. Claus bring 

To W. G. and John D. King. 

May John A. Miller and Marc F. Braeckel 
Get Christmas gifts worth many a shekel; 
So may Jess Knowles, Breitweiser (Stan), 
Roy Linden, L. R. Kamperman, 

Ed Lang, Lyle Sweet, Frank Watts, Fred Meeder— 
And now it’s the jobbers’ turn, Dear Reader. 


Fill up the glasses without stint 

For Otis Ellis and Elliott, Clint; 

A roistering Christmas to kin and kith 

Of Leslie Neal, John White, Jack Smith, 

E. K. Bennett and Miles M. Mills. 

A crackling fire to warm the chills 

Of Douglas Cairns, Tom Scott, Ed Hacker, 

And even Dixie’s Milton Acker. 

To Lawson Lard and Stacy Kellum, 

A Yuletide that’s truly antebellum; 

The same to Hugh Moore and Jimmy Maultsby, 
Whose virtues are great, whatever their faultsby. 
Toast Hardin Kimrey! Rubadubdub 

For Tennessean Stanton Tubb. 

Don Hyames, James F. Swanson: Hail! 

May your mistletoe berries never grow stale. 


Ring out, wild bells! Let all awaken 

To lusty cheers for John H. Aiken, 

E. C. Browder, O. V. Tracy, 

Bob Goodykoontz, Paul Hawk, Hugh Lacy, 
E. F. Crites and his Texas herd, 
Pendergraft & Williford, 

Bob Kent, Sam Wilkes, L. W. Lee, 

John Valk and his Hy-Test 303, 

Ed Cain, John Finsland, Ollie Minor, 
The Reinauer Brothers and Irving Shiner. 
Frohliche Weihnachten, jobbers German! 
Likewise to Ray Keck, I. L. Schurman, 
C. J. Skartvedt, Popkin, Bud, 

Walter Hill. Jack Malamud, 

K. C. Jeffries, Meyer Cutler, 

And the Kevstoners’ Keystone, Joseph Butler. 
A sockful of festive Christmas bargains 
To William Fuchs and G. B. Hargens. 

A similar measure to LeRoy Schneider, 
Leslie Choyce, Frank Fulenwider, 

Frank N. Robshaw, Baxter Ball, 

Daniel Bergen and E. E. Wall. 

Let the crackling Yule log burn 

For Harner. John, and Bellman. Vern; 
Fan the flames to a briehter glow 

For Hubert Herren. Tim Loizeaux, 

Ollie Scholz, Chuh Hume. Jim Mays, 
Merrill Utley and Homer Hays. 
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MARKETERS! 


Play the jukebox! Let’s roll and rock 
With Burton, Buzz, and Haggard, Doc; 
Let’s put in another nickel 

For Ernie Langham, Jesse Stickel, 

Pat Caputo, J. A. Winger 

R. H. Askin, L. R. Springer, 

Justin Fritts, Tom Witt, Dale Wright, 
Wally Norton, J. A. Knight, 

Bill Ray, Tom Murphy, Sunny Kizer— 
Whew! It’s time for a tranquilizer. 


Then fill up the festive glass again 

For Skinker and Arkin, both named Ben, 
Frank T. Erwin, Marshall Pease, 

George Sullivan, Paul Boyd, Dave Brees. 
To the Williams boys and their friend Paul Deer 
We raise a glass of Bonded cheer; 

Another flagon for R. A. Niles 

And all the Halls—two Jacks and Myles, 
Harvey Lewis and Richmond Meyer, 

Art Sweet, Kent Moore and James R. Dyer. 
While we’re drinking, let’s have a toast 

To thirty-vear jobber Bill Van Voast, 
Orodon Hobbs and Clarence Boone. 

Be sure the carols are sung in tune 

For A. A. Stambaugh, father and son, 

A. A. Adams and Denton Dunn; 

Sing them earlv and sing them late 

For Buddie Billups (page ninety-eight). 


May Santa’s helpers fill a drosky 

Just for Adam Rumoshosky, 

And let the Yuletide ne’er be over 

For Allen Griswold, N. T. Stover, 

Fred Hague, Bob Francis, Roger Shelton, 
Roger MacDonald, Toni Pelton. 

Let the bells ring out on high 

For Richard Borden, Jay F. Spry, 

Bart Hawke, Glenn Werly, Edwin Mott, 
Frank Fehsenfeld, Bob Collacott. 

Of joy much more than just a firkin 

We wish to Kenneth W. Birkin, 

Mac McDermott, Lundberg (Dan), 
William Kenny and Niles McMahan. 

A large-diameter holly wreath 

To Henry Schwartz and Louis Leath, 

Bob Crum and Leo Spanuello 

And every TBA goodfellow. 

Be sure the glass is large, not petit, 

For a drink to Ronald and George F. Getty, 
And fill it up with foaming mead 

For Al Carmitchel, Larry Reed, 

Rube Carpenter, Tom Veale, Ed Page; 
Let’s not forget Tom Bell, Ray Gage, 
Gard W. Twaddle, A. L. Lake, 

J. Neff Wells or Ducky Drake. 

A final whirl with the cocktail shaker 

For both the Sitemans, Carlyle Baker, 
Ralph Ross, Ike Killian, Howard Swanson, 
Norm Ott, Sam Elliott, Donald Johnson. 


Alas! We must stop with but half of our listmas— 
So may everyone else have the Merriest Christmas! 


—J.T.B. 
A.M.A, 





A NATIONAL CASH REGISTER provides complete cash and inventory 


control for this service station. 


WEATHERLY’S ASHLAND SERVICE STATION has benefited greatly from 
the money-saving features of a National System. 


“Our Clalional System 
saves us*2,280 a year... 


pays for itself every 12 months.” 


—Weatherly’s Ashland Service Station 
Huntington, W. Va. 


‘‘A large part of our business is 
handled through charge accounts,” 
writes R. Weatherly, owner of 
Weatherly’s Ashland Service Station. 
“Our new National System has made 
important savings for us because it 
has completely eliminated former 
losses which cut deeply into profits. 
‘“‘By mechanically posting all 
charge transactions at the time of 
sale, our National saves us many 
hours a week. It eliminates forgotten 
charges. Our National also classifies 
sales by departments, informing us 


which are making a profit, which are 
not. And because it provides us with 
a mechanical audit of all sales, it 
greatly simplifies our accounting 
procedure. 

“Our National System saves us 
$2,280 a year, pays for itself every 
12 months! I highly recommend a 
National System to any service sta- 
tion operator!” 


GA at leccthorty 


Owner of Weatherly'’s Ashland Service Station 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 
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R.WEATHERLY, owner of 
Weatherly’s Ashland Service 
Station. 


Your service station, too, can enjoy the wn- 
creased efficiency and economy made pos- 
sible by a National System. Nationals pay 
for themselves quickly through savings, then 
continue to return a handsome yearly profit. 
For complete information, call your near- 
yey ate representative today. You'll 


him listed in the yellow a 


pages of your phone book. 
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Money-Making Ideas 


Here's an extra profit source 
for your highway stations = 


How to solve your Christmas 
giving problem... A winter 
good-will winner: windshield 


money’ to work for you 


CHRISTMAS is just around the cor- 
ner—and that may mean the usual 
headaches about gifts to customers 
and how much to spend on whom. 
This year, many big corporations are 
planning to make donations to chari- 
ties. They'll tell customers the money 
is going to someone who really needs 
it. You can do the same—with a local 
twist. Run a mail survey of your 
customers. Ask what their favorite 
charity is. Then, make your donations 
to the leading three or four on the 
list. Your customers will appreciate 
your asking for suggestions, and you'll 
build a lot of good will—even among 
people who might not have been on 
your gift list. 


YOU CAN MAKE a sparkling direct 
mail piece by printing pictures of 
your stations on postcards. Your 
dealers can use these as lube reminder 
cards or for promotion mailings. 
What’s more, if your stations are in a 
scenic area with heavy tourist trade, 
you can offer free mailing of these 
postcards to “the folks back home.” 
You'll build good will among tourists 
and get widespread advertising. 


' Enterprising marketers are finding you can sell just 
scrapers ... how to put mystery , preargense Ase at turnpike stations—including 2 ar 
balancing. This Pennsylvania pike station plugs the service 
prominently at the approach end of a pump island. After 
a stretch of high-speed driving, plenty of motorists are will- 
ing to take the extra time to get a balance job. 


YOUR DEALERS can get a better re- 
action from the distribution of wind- 
shield scrapers as a goodwill giveaway 
if they watch for the ideal time. Take 
a day when there is heavy, sticky 
snow, freezing rain or sleet, and then 
make the rounds of the cars parked on 
nearby streets, placing a scraper under 
the wiper blade of each. Naturally the 
scrapers should have the dealer name, 
address and phone number imprinted 
in a prominent place. Passed out that 
way, the scrapers make an impression 
not soon forgotten. 


$ 


CAR DEALERS can teach service 
station operators a good lesson on the 
value of selling a group of related 
services as a complete package. Here’s 
how Conoco dealer Walter Mahoney 
—who is also a Ford dealer in Sioux 
City, Iowa—borrowed an idea from 
one end of his business to use in 
the other. Every spring and fall he 
advertises a $5.65 special that he 
calls his “Forty Dollar Grease Job.” 
It consists of complete lubrication, 
plus servicing the air cleaner, the fuel 
pump, the steering gear bearings and 
repacking the front wheels. 


Are Your Men Ready for Winter Road Service? 





FOR ALL YOUR DEALERS that 
go in for road service, here’s a check- 
list of winter preparations compiled 
by the American Automobile Assn.: 
Repaint chipped or exposed metal: 
lubricate towing crane cables and 
mechanism; carry at least one six and 
one 12-volt battery for sale or rental 
to stranded motorists; clean, paint 
and check booster battery and cables; 


check roadside flares, lights, reflectors 
or flags; check snow chains; carry a 
waterproof pad or board for working 
under cars; check towing instructions; 
carry a small stock of saleable items 
such as wiper blades, de-mister cloths, 
non-freezing door lock lube—and 
don’t forget a large size thermos of 
hot coffee or tea. That’s an important 
good-will-building touch. 
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HERE’S A WAY to make local radio 
advertising pay off. Get a group of 
your dealers to co-sponsor a Saturday 
afternoon roundup of sports scores. 
If you buy enough air time, each 
dealer will be able to record a short 
sales message himself, plugging prod- 
ucts and services at his station. A 
group of Texaco dealers in Columbus, 
Ga., tried this during the fall football 
season and found the cost low and 
sales high. But it’s a good gimmick 
during any season. 


$ 


MORE ACCESSORIES are sold by 
dealers whose men not only know all 
about installation, but have the right 
tools for the job. One dealer thinks 
this is so important he provides every 
man with his own private tool box, 
which is kept locked. 


$ 


OIL JOBBERS can use the same 
“mystery shopper” idea sometimes 
employed by TBA manufacturers to 
keep dealers alert to sales opportuni- 
ties. Here’s how R. H. Rackett, Phil- 
lips jobber in Aurora, Colo., does it. 
He enlists the aid of one or more 
regular customers of one station, sup- 
plies them with dollar bills, and asks 
them to visit another station, and 
hand out the dollar bills as a bonus 
for services rendered. Attendants can 
win the dollar for any one of these 
services: clean windshield; check tires; 
check under hood; check battery; 
whiskbroom the inside of the car. 
Every two months Rackett throws a 
free dinner for the station crew with 
the best record. He passes out from 
$12 to $15 a month in dollar bill 
bonuses. 
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No. 10 SAFETY 


SHUT-OFF VALVE 


for multiple service 
station pedestals of 
remote pumping systems 
or installations where 
elevated tanks keep 
pressure on dispenser 


OPW’S No. 10 Safety Shut-Off Valve, 
when installed below the island plat- 
form level, provides the fastest acting, 
most reliable safety control available 
for remote pumping systems, Should 
fire strike—should pedestal be bumped 
or overturned, the No. 10’s fool-proof, 
sensitive mechanism shuts off flow of 
gasoline instantly—positively. Elimi- 
nates hazard — protects underground 
piping and storage. Valve can be 
closed manually to make pump re- 
pairs. 


Enjoy maximum protection. Bulletin 
F-29 tells how. Write for it today. 


OPW CORPORATION 


2735 Colerain Ave. Cincinnati 25, Ohio 
Kirby 1-5400 





What They’re Saying 


About the influence of a woman .. . delegating 
authority today ... how to defend yourself in 


the court of public opinion . 


GCI’'ve been continually impressed 
with the important influence of women 
on the attitude of our jobbers, dis- 
tributors and dealers toward the oil 
business and particularly toward us 
as a supplier. . . . Our division man- 
ager in Atlanta told me he considers 
the attitude of the dealer’s wife, par- 
ticularly the new dealer, the single 
most important factor in determining 
whether her husband gets ‘over the 
hump’ into successful, profitable sta- 
tion operation.” W. P. Marquam, 
manager, trade relations, Pure Oil Co. 


6C A district manager in B-A today 
has more authority in the disburse- 
ment of funds than a vice president 
had a few years ago.” J. L. Lenker, 
vice president, British American Oil 
Co., Ltd. 


6¢ The deed and interpretation of the 
deed are two sides of the same coin, 
and they should never be viewed 
apart. Every major effort or event 
must be interpreted. If you don’t in- 
terpret it to your publics, your com- 
petition will, and it is not likely to 
be in your favor.” D. M. K. Smith, 
vice chairman of the board, Opinion 
Research Corp. 


CA utility survey of gas appliance 
sales potentials for a period ending in 
1974 indicates a market three times 
as big as the current one. This future 
market includes . . . 25-million central 
heating units, 20.6-million gas floor 
and and wall furnaces and 54.6-million 
individual room heaters . . .” Julius 
Klein, president, Gas Appliance Man- 
ufacturers Assn. 


(€ The domestic demand for petro- 
leum products will be 2.1% greater 
in 1958 than during the current year. 
The growth in domestic demand aver- 
aged a healthy 6% from the end of 
World War II through 1955. Then we 
experienced a marked decrease in rate 
of growth. It was 3.5% in 1956 over 
1955, and it is estimated it will be 
3.2% this year over last.” B. L. Ray, 
vice president, Esso Standard Oil Co. 


.. gas in 1974 


<4 Although we have not come up 
with a definite [sliding-scale ma-gin] 
formula, we are working on one and 
are sympathetic to the principle that 
jobbers are entitled to margins com- 
mensurate with the price at which 
goods are sold.” Rush F. Carrier, 
manager, dealer and distributor re- 
lations, Tidewater Oil Co. 


( The marketing man who listens to 
his field men, dealers and commis- 
sion agents is the marketing man who 
will usually be ahead of competition.” 
G. M. Sullivan, general manager of 
marketing, Continental Oil Co. 


¢ Our company stations put us in 
direct contact with the same sales and 
operational problems that confront 
our dealers. . . . The many loose state- 
ments and accusations that our com- 
pany stations are operated at a loss 
and are sustained by profits derived 
from other sources are completely un- 
supported by any factual evidence.” 
J. W. Daker, assistant vice president, 
marketing, Standard Oil Co. (Ohio). 


(we're creating a lot of business for 
the gasoline companies.” Edward 
Ragsdale, vice president, General 
Motors, when asked what Buick was 
doing to improve fuel economy. 


6C Suppliers have taken a new look at 
some of the problems currently plagu- 
ing jobbers, and many have taken con- 
structive steps to help their jobbers 
operate on a sound and healthy basis. 
On the other hand, more and more 
jobbers are coming to realize the 
limitations which competition imposes 
on the help suppliers can give them.” 
Adam Rumoshosky, director, division 
of marketing, API. 


NPN’s Saying-of-the-Month 


<4 Every day another company comes 
along to demonstrate that you can 
persuade consumers to buy just about 
any product if it's marketed properly 
... any day we expect to get a press 
release on the first coffin with tail 
fins.” Tide magazine. 
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The West: Ideographs on this Chinatown outlet say “service station” in Chinese. Oriental style shows how . . . 


GP Makes the Station Fit the Site 


FLYING the Mobilgas banner in San 
Francisco’s Chinatown is a modern 
service station specially designed to 
= fit into a district 
| dotted with Chi- 
| nese pagoda roofs 
and joss temples. 
San Francisco 
architects Camp- 
bell & Wong re- 
lied mainly on 
ornament to get 
across the orien- 
tal idea. For in- 
stance, a Chinese 
tile panel was 
Correspondent used as a back- 
drop for the office (picture). And the 
steel mesh gate that rolls down to 
cover the lube bay has an oriental 
pattern. The outdoor planters grow 
bamboo and other eastern plants. 
The station facade has a modular 
framework dividing it into contrasting 
panels—red brick, yellow enameled 
steel, glass, and a flat black frame. 
The copper roof is being weathered 
into a blue-green. The building has 
a steel frame and the two back walls 
are metal, as in a conventional station. 
General Petroleum Corp. built this 
outlet at a cost of $37,000, about 
$9,000 more than a conventional sta- 
tion of this size. It is leased to Albert 
Kim Tom, who has operated a Mobil 
station on this site since 1949, when 
he was 15. 
Tom’s father operated the station 


John Shinn 
est Coast 


from 1941 uatil he died, when Tom 
took over. Tom is studying interior 
decoration and plans to continue to 
run the station after his graduation 
next year, doing decorating in his spare 
time. 

About 75% of Tom’s customers are 
Chinese, most of them steady custom- 
ers. They like his Chinese-style outlet: 
on opening day last January cars were 
lined up for three blocks waiting to 
get in (free gifts included chopsticks). 
And Tom’s gallonage is about double 
what it was in the old station. 

That one was 25 years old when 
GP decided to replace it. The company 
knew the new station would have to 
be an attention-getter because the site 
is very small (45x60 ft). What could 
be more appropriate than a Chinese- 
style building, GP officials reasoned— 
not only would it be eye-catching, but 
it would also earn good will in the 
neighborhood. 

GP figured it would be a good idea 
to find out what kind of station the 
people of Chinatown would want. The 
construction superintendent and the 
sales representative talked it over 
with Tom and other Chinatown lead- 
ers he suggested. 

“We don’t want any pagodas,” the 
two GP men were told, “they’re old 
fashioned.” Chinatown favored some- 
thing Chinese but modern. 

Campbell & Wong came up with 
a station that makes good use of its 
limited space. Most of the space is 
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devoted to the lube bay, where there 
are two lifts. Fluorescent lighting is 
augmented by skylights. Storage space 
for tools and merchandise is built into 
the walls, and sliding doors make for 
easy access to TBA stocks. 

There is no room for wash bays, 
and limited parking space: compels 
Tom to put lube jobs on an appoint- 
ment basis. He keeps the st::..on pea 
from & am. to 11 p.m. with jcur 
attendants. all Chinese, on two eighi- 
hour shifts. 

The station attracts more than jus: 
Chinese customers. It also catches 
the eyes of tourists passing through 
Chinatown, and Tom gets a brisk 
tourist trade. But Tom is proud that 
“some of our customers started buv- 
ing gas here when my father operated 
the station, over eight years ago.” 

Nor is the Chinatown outlet the 
only departure from GP’s traditional 
red and white station. If a station is 
to be part of a shopping cente>. the 
company often builds it in accordan-e 
with the architectural style of the rest 
of the buildings. 

General Petroleum also finds that 
using special designs, especially rustic 
buildings that don’t look too commer- 
cial, can enable it to go into areas 
it couldn’t even enter with an ordinary 
station. Building restrictions and resi- 
dents’ opposition can both be over- 
come by a station that blends into a 
neighborhood. ed 


(More Regions on page 18) 
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The Southwest 





Going to Town in the Country 


AN OKLAHOMA jobber thinks he 
has licked two of the biggest problems 
facing rural distributors: How to stay 
in the retail gasoline business in coun- 
try towns where the population is 
moving out, and how to serve farm 
accounts at a profit. 

Jobber W. M. Schulte of El Reno 


believes the answer to both lies in 
combination farm dock-service station 
properties. He has three such outlets 
in Minco, Okarche and Calumet. In 
the front, these stations do their reg- 
ular retail business. In the back, they 
are equipped with an extra set of 
meters, pumps and underground stor- 





3 Positive Unloader unloads compressor when- 
ever it stops . . . Not affected by power failure. 


2 Fully enclosed Vacuum Type Crankcase... 
keeps oil in—keeps dirt out. 


3 Other Important Features—Timken Main 
Bearings; Adjustable, Centro-Ring, Pressure 
Oiling; Curtis-Built ASME Tank with ASME 


Safety Valve. 


And 103 years of manufacturing experience 


“built-in”. 
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— 


AUTO LFTS 
SINGLE AND 
TWO POST 


HIGH PRESSURE 
CAR WASHER 
For complete 
information 
write for 
Catalog #C-100. 





INDUSTRIAL 
AIR COMPRESSORS 
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MANUFACTURING CO. 


PNEUMATIC DIVISION 
St. Louis 20, Mo. 


1965 Kienten Ave, 


PACKAGED AND 
REMOTE AIR 
CONDITIONING 
EQUIPMENT 


| station has been 


age where farmers can buy at “whole- 
sale” prices. The system works this 
way: 

If the Schulte Oil farm accounts 
want their fuel purchases delivered, 
the farm dock-service station dealer 
makes the delivery and the farmer 
pays the regular tank wagon price. 

But if the farm 
customer comes 
in and picks up 
his purchase from 
the farm dock, he 
gets a 1¢ gal. 

“hauling  allow- 
ance” off the 


| posted tank wag- 


on price. 
Schulte’s Min- 
co farm  dock- 
By Marvin Reid 


in operation five  Seutewest Editor 


| years. It proved so popular with farm- 


ers that early this year Schulte put 
the other two in service. He reports 
that only a small percentage of farm 
accounts prefer deliveries to saving 
the 1¢ gal. 

To help the farmers take advantage 
of his “hauling allowance,” Schulte 
has started selling his farm accounts 
150-gal. skid tanks. With meters, these 
cost $78 and are sold to customers on 
“easy terms.” The tanks can be loaded 
and unloaded from pickup trucks 
easily. 

Schulte says it’s the same farm dock 
system that has helped make retail 
outlets pay off in small towns. 

“Towns like I operate in all have 
the same problem,” he says. “The 
people are leaving them for the bigger 
towns and industry. I had the stations 
already in the three towns where I’ve 
added farm docks, and they were all 
losing money. Since adding the farm 
docks, their gallonage has doubled.” 

The station dealer takes over the 
farm account business, too. Schulte 
says “the $300 or $400 more per 
month that the farm business brings in 
means the difference in keeping or not 


| keeping a good dealer.” 


Schulte hopes eventually to get 


away altogether from making deliv- 
| eries. Butane and the migration of 
| farmers to the bigger towns have 


changed his old pattern of’ enough 


| farm business to make deliveries at a 
profit. 


“I can’t make deliveries at 1¢ a 
gal., so if I can get all my farmers 
to do their own hauling, it will help 


| us both,” he believes. 


Knox into Knoxes 


A family split-up: has resulted in 
two Knox Oil companies in the South- 
west. Kerr-McGee Oil-Industries now 
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® has a financial interest in the original 


Knox, which is still a private brander, 
while the new Knox—dquite separate 
—is a Kerr-McGee jobber. 

The original, private-brand Knox 
Oil, headed by Charles Knox, Sr., is 
an old Oklahoma company. Last 
spring Charles Knox, Jr., decided to 
sell his interest in it, and Kerr-McGee 
bought it. 

Now the younger Knox has opened 
his own jobbership in the Dallas-Ft. 
Worth area. His Knox Oil Co. sells 
Kerr-McGee’s Deep Rock brand. 

Kerr-McGee says it purchased 
“only a financial interest” in the pri- 
vate-brand Knox Oil, “and we have 
nothing to do with the company’s 
operations.” The Knox family still 
holds more than half ownership and 
controls the management completely. 

Charles Knox, Jr., says he has built 
six modern stations in Dallas since 
last spring. He has two others under 
construction, with “plans for several 
more as we find suitable sites.” He 
will probably move into the Ft. Worth 
metropolitan area soon. a 


The East 
Thruway Sales Up 


IF ALL the gasoline delivered to 
the 26 service stations on New York’s 
Thruway in the first eight months of 
this year had to 
go through one 
island dispenser, 
it would take 
1,335 days—3.6 
years—to do the 
job. 

Thruway  fig- 
ures show 19.22- 
million gal. of 
gasoline delivered 
in that period to 
the stations, which Comite Vicbitintsin 
fly the flags of East Coast Editor 
nine major oil companies. Sales must 
be about the same: you can’t put that 
much gallonage into tanks unless 
you’ve moved the previous loads. 

The 1957 figures are more than 
100% higher than deliveries made in 
the same period last year, when 18 
stations were operating. 

Of the total, 23.3% went to six 
Calso stations, an average of 717,768 
gal. per outlet. Calso’s Pattersonville 
station received 374,950 gal. in Aug- 
ust, high for all stations on the pike. 

e Texaco took 22.2% of the total 
for an average of 857,776 gal. for 
each of its five stations. 

e Esso drew 12.6%, averaging 
304,071 gal. for each of three outlets. 


e Socony received 11.1%, or 
266,810 gal. for each of three stations. 

e Cities Service got 10.3% of the 
total, averaging 998,769 gal. for each 
of its two outlets. 

e Atlantic took 9.9%, or 633,501 
gal. at each of three outlets. 

e Sinclair got 4.7%, for a 456,- 
822 gal. average at each of two 
locations. 

e Sun received 3.6%, or 701,223 
gal. at the one station it operates. 
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required. Connect the 
Viking truck pump di- 
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Regions 


e Gulf claimed 1.8%, or 356,890 
gal. for its single outlet. 

Monthly average gallonage per out- 
let for the January-August period 
ranged from 56,950 (Calso) to 189,- 
921 (also Calso). Texaco, Cities Ser- 
vice and Socony also went over the 
100,000-gal. mark. 

Despite these boxcar figures that 
would make any jobber happy, majors 
say they aren’t making a pile from 

(Continued on page 20) 
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Specify Viking Pumps because they really give you service. In 
many cases, Viking Pumps are still going strong when the trucks 
they're mounted on are worn out. You can re-mount the pump 
on another truck and it will continue to give efficient pumping 
service. And with Viking Truck Pumps you also get: 


* Either extra long packing box or 
mechanical seal. 


¢ Fast, Positive Delivery. 


* Revolvable casing for handy port 
locations. 8 positions. * Safety valve on pump head. 

* Complete capacity range of 35 fo 
300 gallons per minute. 


* Integral thrust bearing of sturdy 
construction. 


Send today for complete oil equipment pump catalog Section Gr. 


VIKING PUMP COMPANY 


Cedar Falls, lowe, U.S.A. In Canada, it’s “ROTO-KING” pumps 


Offices and Distributors in Principal Cities 
See Your Classified Telephone Directory 
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Regions 


(Continued from page 19) 

the stations because “the Thruway Au- 
thority insists on full crews even when 
demand is slack.” 

But Thruway officials and New 
York State aren’t complaining. Based 
on the average price-per-gal. the 
majors have to pay for doing business 
on the toll road, the Thruway received 
over $1.34 million in the first eight 
months. Actually the figure is higher 
because the companies must also pay 
10% on other sales. 


Benefits in New Law 


Fuel Oil Distributors Assn. of New 
Jersey expects to see some upgrading 


of the heating oil industry if the state 
goes ahead and extends its fuel act, 
now covering solid fuels, to include 
liquid and gaseous fuels. Main idea is 
to have all fuel handlers covered by 
a state license. 

The state oil group says such a 
plan would put the dishonest and 
fraudulent operator out of business by 
possible revocation of his license— 
more drastic than fining him—would 
give the oil industry an accurate 
count on the number of dealers and 
jobbers in the state, and would dis- 
courage local governments from im- 
posing license fees on fuel delivery 
trucks, a situation some oil dealers 
are already faced with. 
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The Rockies 


Little Things Count 
For Big Volume 


COLORADO JOBBERS have been 
known to swarm around Don Severson 
looking for tips on building business. 

Severson, one 
of the most pop- 
ular officers of 
the Colorado Pe- 
troleum Market- 
ers Assn. (he’s a 
vice president), is 
always willing to 
accommodate — 
but he has no 
panacea for suc- 
cess. 

He’s built his 
volume from Recitte Batter 
800,000 gal. a year in 1948 to 
1,750,000 in 1950 and 2,500,000 in 
1956. He expects to top that by 
nearly 10% this year. And he’s ac- 
quired only two new retail outlets 
since 1950. 

Severson is Socony Mobil jobber 
for an area within a 50-mile radius 
of Grand Junction, Colo. He says his 
growth is traceable to “a heck of a 
lot of little things. It sure wasn’t any 
one thing that did it.” 

He was helped by big post-war 
growth in western Colorado, and the 
uranium boom there in the early 
1950’s. But when the mining boom 
slackened, Severson’s business held up. 

“We had increased our farm busi- 
ness substantially,” he says. Most 
farms in his area average from 100 
to 120 acres and are highly mechan- 
ized. Solicitation and loans for a pump 
and 200- or 300-gal. tank secured a 
lot of that farm business. 

Severson says he tries “to make a 
reasonable profit” on small commer- 
cial accounts. “On larger accounts, 
I've found there are jobbers who go 
lower than I care to on transport lots.” 

These are some of the things Sever- 
son has done to boost profits: 

e Rearrange the loading dock for 
faster loading and unloading. This 
means providing more room for truck 
movement and realigning equipment 
“so we don’t pump as far.” 

e Promote larger storage on 
farms so bigger deliveries are made 
on fewer trips. 

e Perform close maintenance of 
trucks with veriodic service at least 
everv 1,000 miles and “oftener if the 
roads are muddv and rough. This cuts 
down on repair bills.” 

(Continued on page 22) 
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eee and YOU'R going 
RIGHT tor PROFITS with WIX! 


There’s a WIX Oil Filter Cartridge engineered for every car and truck on 
the road~and when you have the exclusive WIX-O-MATIC selling and 
service plan going for you, you’re in the money! Yow select the exactly 
balanced stock that’s right for you—and your sales are GUARANTEED! 

You get a good deal with WIX — top-quality Filter Cartridges, profit- 
active selling aids, and the hi-impact of LIFE and SATURDAY EVE- 
NING POST advertising that pre-sells WIX! to your customers. 

Get the whole WIX story — you'll be amazed what WIX can do for 
you — and what you can do with WIX! Get those extra profits and PLUS 
sales. Ask your Jobber, or write us direct —- TODAY! 


SENSA — 


Wi 
*SPIN-ON" 
FILTER 

Original Equipment on 
America’s Leading Cars 
Easy, twist- of - the-wrist in- 
stallation and removal. Self- 
contained unit with built-in 
relief valve, gasket, and anti- 
drainback valve. 


Now! Modernize pre-'57 Ford, Lincoln and 
Mercury PLUS Buick, Oldsmobile and Pontiac 
WIX Conversions replace 
these old-style, full-flow fil- 


ters in jig time—adapt these 
vehicles to use WIX “SPIN- NEW! 


ON” Filter. WF-15 for Ford, 
Lincoln, Mercury; K-40 for 
Buick, Oldsmobile, Pontiac. 


fo O1L FILTERS 


AIR FILTERS 


AUTOMOTIVE ® INDUSTRIAL © RAILROAD 
WIX CORPORATION * GASTONIA ¢ N. C. 


In Canada: Wix Accessories Corp. Ltd., Toronto 
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Dry Type Air Filter 
Cartridges for 
1957carsso equip- 
ped. Exclusive 
POLYMITE filtrant 
for maximum 
clean air flow. 
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(Continued from page 20) 

e Keep one of the five tank truck 
drivers “handy with pump installations. 
Slack deliveries are times a driver 
can install or repair pumps—if it’s 
a relatively simple repair. . . . We're 
not delayed by waiting on a pump 
service man and the cost is much less,” 
Severson says. 

e Keep close watch on deliveries 
to see if they can’t be consolidated. 
“It’s a policy our drivers stick to: 
never haul anything back to the plant,” 
Severson says. 

e He maintains, “Any success I 





eliminate this hazard! _ 
USE 


 ——_BIACKMER sy 


have has resulted from going out and 
working harder. I try to see all my 
accounts two or three times a month. 
Mostly I keep thinking and watching 
to see where and how we could do 
things better.” 

Monthly meetings are held with his 
employes, “but if I see something go- 
ing wrong, we get together right then 
and go over it,” Severson says. He 
has a TBA man, an office secretary- 
bookkeeper, a plant man and two 
transport drivers in addition to the 
the five tank wagon driver-salesmen. 

Severson Oil Co. owns three service 

pee aaae: ar 
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The risks of injury or fire from spilled indus- 
trial liquids are too serious to be neglected. 
Furthermore, dripping spigots represent waste 
as well as poor plant housekeeping. 


Blackmer Flo-Master and Blackmer 
Rotary hand pumps are your best 
preventative against these dangers. 
They feature easy pumping, self- 
priming and long service life. Under- 
writers’ Laboratories approved 


models available. 





INDUSTRIAL, HAND AND TRUCK PUMPS, STRAINERS, PRESSURE CONTROL VALVES 


BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 
DIVISION SALES OFFICES 
NEW YORK « ATLANTA « CHICAGO « GRAND RAPIDS « DALLAS « WASHINGTON e SAN FRANCISCO 
See Yellow pages for your local sales representative 
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stations, leases three from Socony, and 
supplies 22 more. The bulk plant has 
11 storage tanks with a total capacity 
of 135,000 gal. Severson’s warehouse 
can handle five carloads of lube oil 
and greases, 

He owns six tank trucks, a solvent 
truck and a TBA truck, and leases a 
transport. He does about 37,000 gal. 
a year in solvent business. 

Severson was launched in the oil 
business by a brother, C. S. Severson, 
Jr., who was Grand Junction agent 
in the 1920’s for the old White Eagle 
Oil & Refining Co., now part of 
Socony. Don took over management 
of the agency in the mid-30’s and in 
1943 it was organized as Severson 
Oil Co. Es 


The Southeast 





Can Stations Help 
Shopping Centers? 


THE TREK to the suburbs is gaining 
momentum in the Southeast, too, 
bringing with it some new problems 
for oil marketers. 
One is the small 
shopping center, 
which creates new 
buying patterns 
and raises the 
question of where 
service stations fit 
into them. 

“The small 
shopping center 
just won’t support 
a service station,” 
says the south- 
eastern division manager of one major. 
He’s been investigating the possible 
advantages of locating in two new 
Atlanta centers. 

“There are very few service facil- 
ities in Atlanta’s smaller shopping 
centers,” this manager says. “The cen- 
ters want all the frontage. The mer- 
chants contend the station blocks the 
view and that all the traffic is in-and- 
out. The owners I have contacted 
show no enthusiasm for a station and 
cite all kinds of objections.” He feels 
you don’t begin to get out of the 
small-center class until you have park- 
ing space for 400 to 500 cars. 

A sharp contrast to his view is pro- 
vided by Clyde R. Boland of suburban 
North Charleston, S. C. He has par- 
layed eight acres and an Esso station 
into one of the area’s most successful 
shopping centers. The center’s park- 
ing space: 500 cars. 

Boland is a highly respected citizen, 


By Charles T. Dixon 
Southeast Editor 
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a member of the state Public Service 
Commission who was a wholesale- 
retail florist before developing his cen- 
ter. He’d be the first to say his circum- 
stances have always been modest. 

But he did own some property 
fronting on the highway which speeds 
traffic into metropolitan Charleston. 
He had 15 acres where the highway 
intersects with the Airport Road. 
There was little traffic there until the 
Air Force activated Charleston Air 
Force Base about five years ago, ad- 


joining the municipal airport. That 
brought thousands of motorists into | 
North Charleston, and Boland went 


to work. 
He interested Esso in a 125x125 ft. 


corner section of his 15-acre tract. | 
He built a station to Esso’s specifica- | 
tions and leased land and station to | 
Esso for 15 years (Esso in turn leases | 


to a dealer). 
That started Boland’s shopping cen- 
ter. He says that it was far from a 


hindrance in attracting other stores; | 
.his potential tenants were happy that | 


his station was part of the plan. 


Eight of the 15 acres were set aside | 
for the center. Colonial Stores, the | 
South’s largest food store chain, was | 
first to take advantage of the site and | 
opened its store only a few days after | 


the station’s grand opening. 


Today the center includes buildings | 


totaling 80,000 sq. ft. of selling and 
storage space. In addition to the sta- 
tion and food store, there are a drug 


store, laundry and dry cleaning plant, | 
beauty shop, dress shop, bakery, shoe | 


store and children’s shop. 


Look Before You Leap 


North Carolina marketers have a 
lengthy set of rules to comply with 
when building new service stations— 
the state highway department’s “Min- 
imum Standards for Entrances to 
Highways.” 

Most jobbers and major-company 
officials know about these regulations. 
Don Ward, secretary of the North 
Carolina Oil Jobbers Assn., reports 
that knowing the rules brought one 
jobber some new business. 

This jobber found that a station 
was under construction in his area; 
the excavating had already been done 
when he got wind of the plans. But 
the owner didn’t seem to know the 
state’s rules. The jobber saved the 
owner the time, trouble and expense 
of tearing up concrete and moving 
pumps by suggesting that he study the 
minimum standards and contact his 
district highway engineer. The jobber, 
says Ward, “was rewarded for his 
knowledge and now has a high-gallon- 
age station account.” * 





The Midwest 





Expansion Goes On 


EXAMPLES OF two different kinds 
of expansion have been noted in the 
Midwest recently. 

The Texas Co. made plans to add 
a pipe line terminal near Youngstown, 
Ohio, to its over 2,000 bulk plants 
and terminals. The Youngstown ter- 
minal will have a storage capacity of 


3,066,000 gal. and is scheduled for 
completion next July. 

It will receive regular and premium 
gasolines from the Laurel Pipe Line, 
to be built next year. Aviation gaso- 
line, kerosine and package stocks will 
come in by railroad and transport. 

Expansion of the geographical vari- 
ety brought Anderson-Prichard Oil 
Corp. into Wichita, Kan., for the 
first time. Jobber Glen Richardson 
switched to the Apco flag, now flying 
at 12 Wichita area service stations. & 
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*Put yourself in your customer's place . . . a quick glance 
at the gas gauge on the dash—another quick glance at 
the roadside. If there’s a gleaming Avoncraft station with- 
in range, you can bet he'll pull in and say, “Fill ‘er up”. 
That's because Avoncraft porcelain enamel stations have 
a universal sales appeal... and why not? Avoncraft gives 


you the ultimate in beauty, cleanliness and durability. 


a division of 
AVONDALE MARINE WAYS, INC. 
P.O. Box 1030, New Orleans 8, La. 
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Alabama-Mississippi 





Spotlight on Low Margins 


DEPRESSED MARGINS are bother- 
ing Alabama and Mississippi jobbers. 
For many, the margins have been 
shortened because they have been 
sharing in price allowances given to 
dealers in price-war areas. 

There was more talk about this 
situation than anything else at the 
joint meeting of Alabama and Missis- 
sippi jobber associations at Biloxi, 
Miss. It was the keynote of a speech 
by outgoing Alabama president Jim 
Martin. The jobber’s plight is aggra- 
vated by the fact that many price wars 
go on, month after month, he said. 

Martin offered a three-part solution: 

e Suppliers should bear a greater 
portion of the CPA (competitive price 
allowance) given to dealers instead of 
requiring jobbers to share it 50-50. 

e After 90 days, the postings in a 
price-war area should be declared the 
“normal” prices, even though they are 
under the pre-war postings. Then sup- 
pliers should adjust tank-wagon prices 
accordingly. 

e During prolonged price wars, 
suppliers should share in the jobber’s 
fixed expenses, such as rent, equip- 
ment costs and other overhead—if the 
jobbers are required to use up a chunk 
of their margin on “CPA”. Otherwise, 
said Martin, it would be preferable 
for the jobbers to sell out to their 
suppliers and operate as agents. 

The Bama jobbers sent wires to 
their suppliers asking that suppliers 
pay 75% of the first 2c gal. of “CPA”, 
leaving them with 0.5c gal. to pay out. 
They also asked for a 90-day limit in 
price-war areas, after which the going 
price would be declared normal. 

Both Bama and Mississippi jobbers 
hailed September as one of the worst 
business months in history because of 
incessant rains that cut down com- 
mercial activities and motoring. 

Quiet Optimism—But the jobbers 
are anything but dejected. While they 
are concerned over short margins and 
a soft September, many of them re- 
port a steadily increasing volume and 
good balance. If anything, they reflect 
a spirit of subdued optimism. 

The whole program was extremely 
well balanced. The hit of the show 
was Harry J. Kennedy, marketing 
vice president of Continental Oil, who 
spoke extemporaneously at an open 
meeting. Most major company officials 
read from prepared texts, censored 
by the legal and public relations de- 


partments. Unless the major company 
rep is a gifted reader, the audience 
listens dully as he plods through the 
words and then applauds, often with 
relief that he has finished. 

Kennedy stressed the need for ac- 
curate interpretation of industry facts, 
such as relating earnings to investment. 
He said Conoco hasn’t given its job- 
bers or employes an interpretation 
yet, adding, “That’s where we fell 
down. . . . Interpretation will help 
promote understanding.” 

Following his remarks, Kennedy 
took on questions from the floor and 
covered subjects ranging from mar- 
gins and contract details to communi- 
cations. Asked what obligation a job- 
ber owes Conoco, Kennedy replied, 
“We haven’t spelled that out. Maybe 
it will be some day.” 

Kennedy disclosed that a recent 
survey of the Oklahoma City showed 
that private branders now have about 
50% of the gasoline market, com- 
pared to 17% previously. Conoco has 
been one of the heaviest losers, he 
observed. 

Asked what share of a market 
private-branders should have, Kennedy 
replied, “I don’t know how you de- 
cide when someone is entitled to a 
share of a market. . . . The private- 
branders must be doing something the 
public likes. And they’re sharp as hell 
on price.” 

Conoco is “on balance” with its 


Empire State 





Major Men Talk 


TWO EVENTS highlighted the Em- 
pire State Petroleum Assn. fall meet- 
ing at Lake Placid: (1) a major policy 
speech by Col. Dwight T. Colley, 
Atlantic’s marketing vice president, 
and (2) a free-wheeling panel discus- 
sion featuring B. W. Pickard, Califor- 
nia Oil Co. president, and B. L. Ray, 
Esso Standard marketing vice presi- 
dent. 

Colley said, in effect, that suppliers 
should give thought to a commission 
arrangement for both dealers and 
distributors as a means of stabilizing 
their earnings. (details on page 109). 

The panel session was noteworthy 
for the caliber of the major-company 
representatives, as well as the jobbers, 
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crude oil requirements and refinery 
runs “are not quite up to production”, 
said Kennedy. Refinery runs are re- 
viewed every 30 days for the next 
60-day period. As a result, said Ken- 
nedy, “We plan our business so we 
won’t have surpluses.” 

Danger Ahead?—The jobbers heard 
Otis Ellis, National Oil Jobbers Coun- 
cil general counsel, explain the duties 
and function of his office. After 
criticizing most jobbers for failure to 
cooperate in legislative activities af- 
fecting them, Ellis said, “Unless you 
do stick together and try to get to 
NOJC and API meetings—and get 
out of your own sphere—we are all 
going to end up with governmental 
shackles, possibly as regimented as the 
school children in Little Rock.” 

Affable Tommy Munro, burly 
young Shell jobber of Biloxi, handled 
overall arrangements. The three prin- 
cipal social events were a seafood 
jamboree, a barbecue and a Western 
party. 

TBA budget programs should be 
taken on by jobbers, E. J. Connable, 
Memphis jobber (Socony), told a 
joint meeting. “It will help you solve 
your own problems in margin,” said 
Connable. “The TBA problem is just 
as important as the margin problem.” 

Disinterest and apathy are threat- 
ening the Mississippi Oil Jobbers Assn., 
said Ralph N. Pendergraft, president. 
“We have attained our growth, and 
now we are in a dangerous sitv~**~n,” 
he warned. “It will be necessary to 
have more participation to keep the 
association alive.” 

(See pages 180-181 for new Ala- 
bama and Mississippi officers.) 


Turkey 


and their readiness to discuss some 
touchy topics freely and to answer 
questions. 

This is the first time that anyone 
of the rank of Ray and Pickard have 
consented to appear in an _ unre- 
hearsed, informal open session, dis- 
cussing the subject, “jobber-supplier 
relations,” according to available rec- 
ords. Jobber panelists were W. F. 
Kenny, Jr. president, Meenan Oil Co., 
Hempstead, N. Y., and W. H. Van 
Voast, treasurer and general manager, 
Tryon Oil Co., Johnstown, N. Y., 
with Frank Breese, NPN editor, as 
moderator. 

The stage was set with an explan- 
ation of Calso and Esso jobber in- 
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terests. Calso has 100% jobber dis- 
tribution except for Boston, now a 
direct operation, said Pickard. Ray 
said that 17% of Esso’s motor fuel 
is distributed through jobbers and 
that jobbers handle 80% of Esso’s 
heating oil. 

Ray reported an increase in the 
number of distributors in the South. 
Further, all heating oil emphasis is on 
the jobber, he said. 

Commercial accounts—Unlike many 
companies, Calso and Esso both be- 
lieve jobbers should count on some 
commercial consumer account busi- 
ness. Pickard said Calso helps its dis- 
tributors try to hold commercial ac- 
counts. In the past year, several sup- 
pliers have said they don’t believe 
jobbers can compete successfully for 
that class of business and should not 
count on it. Pickard and Ray said 
they didn’t go along with that view. 

Private-branders — Ray said that 
private brand gasoline operators have 
become a prime influence in deter- 
mining retail posted prices in many 
markets. 

Communications—Ray reported on 
Esso’s program of distributor and 
dealer conferences. Fourteen confer- 
ences have been held in New York 


state, he said, resulting in better com- 
munications between Esso and its dis- 
tributors. 

Problems raised by jobbers are 
threshed out, sometimes bringing 
about operating changes. For example, 
a faster method of notifying distribu- 
tors of price changes has been insti- 
tuted, he said. 

Distributor Aids—Calso sends bus- 
iness advisers to work with jobbers, 
if they want the help, reported Pick- 
ard. They will spend days studying an 
operation, analyzing it and checking 
the books. Then they make sugges- 
tions to the jobbers. 

Station Building—Construction of 
new retail outlets probably is reach- 
ing its peak and will start leveling off, 
Ray opined. He observed that the pri- 
vate-branders have been doing “much 
of the station building.” 

Jobber Responsibility—Pickard said 
that while the supplier has a respon- 
sibility to provide its jobbers with 
support, the jobber must earn his 
tenure “by conducting his business in 
such a manner that the supplier will 
want the distributor to continue to 
represent him.” 

“Margin Vacuum”’—Bill Kenny, 
substituting for Harvey Lewis, presi- 
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dent of Lewis Oil Co., Port Wash- 
ington, N. Y., read a statement by 
Lewis criticizing “the antiquated sys- 
tem of marketing petroleum products 
to the jobber by supplying companies.” 
Lewis advocates percentage margins. 
“We are caught between a purchase 
price established by our suppliers and 
(an arbitrary) selling price . . . The 
difference between the two prices, 
more often than not, does not have 
any relation to the jobbers’ cost of 
doing business,” says Lewis. 

Oil heating problems were dis- 
cussed by a panel composed of J. A. 
Collins, Frontier Oil, Buffalo; Coleman 
Mockler, Shell Oil, New York; Pat 
Caputo, Rite Fuel Oil, Patchogue, 
N. Y., and Vernon Resek, Cleaver- 
Brooks Co., Milwaukee, with Robert 
Gray, editor of Fueloil & Oil Heat 
magazine. 

More than 400 attended the ESPA 
meeting with its popular golf tourna- 
ments for men and women, nightly 
floor shows and dancing, putting 
matches and sightseeing tours to the 
Adirondacks’ scenic attractions. 


Nebraska Jobbers 


Things Are Better 


ACCORDING TO TALK heard at 
the annual meeting of the Nebraska 
Petroleum Marketers, Inc., marketing 
conditions aren’t too bad in the state. 

True, there are evidences of majors 
selling at so-called “distress” prices 
that are nearly 3.5¢ gal. under tank- 
wagon. And the jobbers feel certain 
that suppliers are making a profit on 
such sales. They wonder why, if cer- 
tain accounts can get product at that 
price, they can’t get the same deal. 
But in general, they look at such 
under-the-table discounting as bad 
business ethics. 

Nebraska oil men say they are in 
the dumping spot of the U. S. and 
point none too happily to the fact 
that there are more terminals in or 
near the state than in any other place. 
Yet price wars seem to be fewer and 
further apart than before, even though 
there is plenty of distress gasoline 
available. 

They know, too, that there will 
always be gimmicks and giveaways to 
build up gallonage, but they see one 
ray of sunshine. Trading stamps seem 
to have lost their appeal. In fact, sev- 
eral communities in the state have 
outlawed their use. 

The service station front, they add, 

(Continued on page 29) 
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Mfeet Americar top o// 


“merchand sero!” 


NEW TOKHEIM model 108 


Luisa 


4. -sided 
Oil Displayer 


Displays oil and accessories 
in four directions at once! 


Here’sa completely self-contained oil stor- 
age-displayer that holds oil and TBA items 
at eye-level—on all four sides! Designed to 
exhibit 60 quarts of oil—or a combination 
of oil and accessories—all within easy 
view, easy reach, 

Special compartments on two sides 
drain six cans at a time, dropping them 
into spacious “‘can-tainer’’ when fully 
drained. Compartments also provide stor- 
age for pouring spouts. LuBar keeps sta- 
tion spic and span! Best of all, there are no 
doors to remove. You lock up for the night 
in seconds! LuBar may be installed diag- 
onally, or flush with pumps. Get ai/ the 
facts. Call your Tokheim representative— 
or write factory for literature. 


Many important built-in features 


Perforated board may be All four panels swivel 180° Space for six empties to Fiat top permits display of 
easily installed to display and lock with key. There drain—twopouring spouts. other accessories—or your 
appropriate accessories. are no doors to remove. Spacious “can-tainer:’ own advertising message. 


General Products Division 


TOKHEIM CORPORATION 
OKHEIM DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
1650 WABASH AVENUE SINCE 1901 FORT WAYNE 1, INDIANA 


Subsidiaries: Tokheim N. V., Leiden, Holland — GenPro, Inc., Shelbyville, Indiana 
Factory Branch: 475 Ninth Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, Lid., 205 Yonge Street; Toronto, Ontario 
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FLAT SURFACE FOR BETTER DISPLAY... 


with Continental ““F”’ STYLE cans 


If ever packages were tailor-made to sell your 
wax, polish and other petroleum products, 
Continental’s “F” style cans are the packages. 
Handsomely lithographed by Continental master 
craftsmen, the broad, flat surface of every “F” 
style acts just like a poster—makes your product 
more attractive and easier to see. And, because of 
their space-saving, oblong shape, “F” ‘style cans 
let grocers stock more of your product per shelf 


CONTINENTAL ©can COMPANY 


foot, meaning greater sales opportunities. 

Let us start you off with all the “F” style cans 
you need. Sizes four ounce (spout top) to one 
gallon. Then, if you need engineering or research 
help, it’s available as part of our Tailor-Made 
Package Service. Call soon for the packages with 
more “see,” more “sell” —Continental “F” style 
cans. Rapid delivery from shipping points across 
the U. S. 


avr* 


Eastern Division: 100 East 42nd Street, New York 17, New York 
Central Division: 135 South LaSalle Street, Chicago 3, Illinois 
Pacific Division: Russ Building, San Francisco 4, California 
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looks better than ever. The majors, 
they feel, have finally come to the 
conclusion that it takes more than “a 
slide rule, a traffic count and money” 
to put up stations that will return a 
profit to the dealer. Jobbers say the 
majors have had their share of new 
but unwanted, unneeded and un- 
manned outlets. 

Uniform Accounting—The more 
aggressive, business-minded Nebraska 
jobber wants to know where he is 
heading and how he’s doing when he 
stacks up his operation with his fel- 
low competitors. To give him a better 
reading on his operation, the Univer- 
sity of Nebraska’s extension service 
will try to get some foundation funds 
to set up some form of uniform ac- 
counting system. They want a system 
that the jobber can understand and 
use, not one that needs a certified 
public accountant to figure out. 

The idea, as outlined by Clay Niel- 
sen of the University’s extension serv- 


Tennessee 


Associations 


ice, is to develop a uniform reporting 
system whereby jobbers can report 
expenses as percentages of gross sales. 
In that way, Nielsen feels, jobbers 
won’t be giving away any vital dollars- 
and-cents information but will still be 
giving each other ideas on how they 
are doing. 

Nebraska oil men also feel that they 
would be getting a big lift from sup- 
pliers if more of them offered sliding- 
scale margins such as Phillips is 
offering. And they think it would be a 
good idea if they were extended to 
the service station level as well. It 
would, they feel, tend to discourage 
dealer gasoline price wars. As matters 
now stand, jobbers say, the dealer is 
assured of a certain margin from his 
supplier even if the market becomes 
depressed so he has no incentive to see 
normal prices restored. But if his 
margin went down with tankwagon 
prices, the incentive would be there. 

For new officers, see page 182. 


Free-Swinging Discussion 


COMMERCIAL ACCOUNT business 
and the question of service station 
building are sore points with Tennes- 
see jobbers. And those subjects were 
roundly discussed at the latest meet- 
ing of the Tennessee Oil Men’s Assn. 
in Memphis. 

Table Talk—The subjects under- 
went an open examination during a 
panel discussion of “jobber-supplier re- 
lations.” 

The two major company represen- 


tatives on the panel were Ben T. ‘ 


Willey, regional manager, Continental 
Oil, Oklahoma City, and R. D. (Sunny) 


Kizer, division manager, Shell Oil, . 


Atlanta, Ga. The two jobber panelists 
were J. F. (Jack) Cummins, Cumber- 
land Oil Co. (Socony), Nashville, and 
John Howren, Holston Oil Co. (Tex- 
aco), Johnson City, with Frank Breese, 
NPN editor, as moderator. 

Both Kizer and Willey expressed 
doubt that the general station build- 
ing program could be termed “over- 
building.” Yes, some companies prob- 
ably have been building too many 
stations in some areas, they agreed. 
On the whole, though, part of the 
problem is caused by the refusal of 
some suppliers to eliminate marginal 
stations, they said. 

Kizer and Willey both reported 
that they have no closed stations in 
their respective areas, that they have 
been successful in getting good deal- 


ers as they open new stations. Kizer 
said it looks as though he may want 
to build more stations in his division 
than his appropriation will allow. 

Cummins reported the loss of some 
50% of his commercial account bus- 
iness to suppliers who are selling at 
prices under those Cummins has to 
pay. Kizer and Willey said their com- 
panies have not been underselling 
their jobbers and reported that they 
have lost most of their commercial 
account volume. 

John Howren raised this point: 
field men who work with jobbers 
should be given more authority to 
negotiate problems as they arise. How- 
ren thought that much misunderstand- 
ing arose because jobbers often found 
it difficult to reach men with author- 
ity in their supplying companies. 

Kizer and Willey each explained 
how lines of communications run in 
their companies. In both cases, the 
men who contact jobbers are dele- 
gated considerable authority, they said. 
One exception is authority to negoti- 
ate price. The reason is that price 
would get out of hand for the sup- 
plier if all field men could negotiate 
it on their own. 

Willey was critical of jobbers who 
don’t do a good job with brand iden- 
tification. One of their prime responsi- 
bilities, he said, is to maintain clean, 
well-managed outlets that do justice to 
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brand identification. The ones who 
fall down in this are usually the ones 
with the most grievances and most 
complaints, he said. 

The Tennessee jobbers who at- 
tended were impressed that the two 
major company men spoke freely and 
with authority. Willey and Kizer an- 
swered oral questions from the audi- 
ence. 

Jobber Problems—Five jobber prob- 
lems were listed by J. H. Meyers, 
manager of Socony Mobil’s Lubrite 
division, St. Louis, who, as a featured 
speaker, spoke on “Jobber Problems”. 
They are: 

1. Obtaining capital for the build- 
ing of new outlets and rehabilitation 
of old outlets. 

2. Justifying one’s economic exis- 
tence. “A supplier expects that you 
will conduct your business efficiently 
and economically,” said Meyers. “To 
attain this level, you must learn all 
the costs of your business—storage, 
transportation, delivery, service station 
and real estate.” 

3. Merchandising. “Too often job- 
bers establish policies to suit their own 


Virginia Petroleum 


Price War Jitters Shake Jobbers 





ROANOKE, scene of Virginia Petro- 
leum Jobbers Assn.’s fall meeting, pro- 
vided a good demonstration of the 
group’s biggest problem—price wars. 
When prices dropped another cent, 
many jobbers put in hurried calls 
home to check on the latest news. 
In Staunton, gasoline was selling for 
12¢ off; elsewhere it was 8¢-10¢. 

Serious price wars aren’t new to 
Virginia—they’ve been plaguing var- 
ious parts of the state since Novem- 
ber, 1956. As one market becomes 
firm, another epidemic breaks out. 
Some areas seem to have a perpetual 
price war. There’s already talk that 
some jobbers are ready to sell out. 

President F. C. Moore blamed the 
situation on overproduction by the 
majors—who, he also said, could con- 
trol price wars if they wanted to. 
Moore also attacked the majors for 
another Virginia problem—“service 
station overbuilding.” In some areas, 
he stated, there are “porcelain monu- 
ments” that haven’t even opened. Yet 
the companies keep right on building 
new ones, Moore said. 

Moore didn’t coddle the jobbers, 
either. He told them they would have 
to work to increase their efficiency 


30 


personal convictions or convenience.” 

4. Personnel selection, training and 
supervision. 

5. Delivery costs. “These are among 
the major business expenses of petro- 
leum marketers,” said Meyers. “Con- 
sequently, reducing these costs is one 
of the best avenues to better market- 
ing profits.” 

Work and Play—Mrs. Elizabeth 
Walker, executive secretary, arranged 
the program, with a good balance be- 
tween business activities and social 
affairs. The convention opened with an 
evening buffet and closed with a cock- 
tail party, banquet and dance. 

Brand meetings between jobbers and 
their respective suppliers are an im- 
portant fixture at this convention. 

The Volunteer State distributors 
voted to hold next fall’s meeting 
jointly with one or more other state 
groups, including Alabama and Miss- 
issippi, who meet jointly, and Georgia 
and Florida. So a five-state fall meet- 
ing is a possibility. 

A move to admit private-brand dis- 
tributors into TOMA was shelved. 
(See page 176 for new officers.) 


and suggested asking suppliers’ help. 
More Work, Less Play—The asso- 
ciation tried something new this time, 
and everyone seemed pretty satisfied 
with the results. After the president’s 
address, the group broke up into six 
special committees. In the afternoon 
the committee chairmen reported 
back to the entire association. (At past 
meetings, the sessions ended at noon, 
leaving the afternoon for golf.) Nature 
corroborated by sending rain. 
Business Session—After a lively de- 
bate, the association adopted resolu- 
tions that tank wagon prices be ad- 
justed to a more realistic level, that 
all major company “subsidies” to 
jobbers and dealers be eliminated, and 
that, should the majors continue “sub- 
sidies,” margins be returned to nor- 
mal after 60 days. The jobbers also 
condemned the use of trading stamps. 
The fuel committee went on record 
as Opposing stamps, free burner serv- 
ice and discounts—but admitted their 
own guilt in some of these practices. 
On the brighter side, the jobbers 
learned the state legislature is ex- 
pected to pass a bill allowing them 
to pay motor fuel taxes direct to the 
state instead of to the supplier. 


North Carolina Jobbers 





Allowance Relief? 


NORTH CAROLINA Oil Jobbers 
Assn. had the best turnout ever at its 
Asheville meeting. And the 350 who 
attended had a lot to talk about. 

With price wars a continual prob- 
lem, the group passed a resolution 
asking major suppliers to change vol- 
untary allowance policies. They asked 
that jobbers be charged with only 
20% of the drop in depressed areas, 
with jobber minimums of 2% and 
2% ¢. After 30 days, margins should 
be returned to normal with this nor- 
mal remaining in effect for 12 months. 
Another resolution asked each supplier 
to establish a policy to maintain basic 
margins at least as high as current 
levels. 

While in Asheville, most of the 
jobbers met with their suppliers in 
special sessions designed to find what 
could be done to solve their problems. 

Another popular topic was a recent 
proposal of the state utility commis- 
sion to change freight rates on pe- 
troleum products. Hearings were held 
this fall. Now interested parties, in- 
cluding NCOJA, are preparing briefs 
to be presented in the next few 
months. 

The jobbers also learned of a 
change in the regulations of the North 
Carolina Gasoline and Oil Inspection 
Board. Grade labels, “regular” or 
“premium,” will no longer be neces- 
sary. Minimum gasoline octane will 
be 87. 


Indiana Independents 
Ready to Fight 


JOBBERS IN HOOSIERLAND are 
giving themselves plenty of time to 
get ready to fight any state attempt 
to fiddle around with their current 
3% state gasoline tax allowance. 

At the fall convention of Indiana 
Independent Petroleum Assn., the con- 
sensus was that the state will make 
its attempt at the next legislative ses- 
sion in January *59. That will give 
Indiana jobbers more than a year to 
get ready. State lawmakers thought 
they killed the 3% allowance during 
their last session. It was killed in one 
bill but was tacked on as a rider to 
another, and that rider was passed. 

Hoosier jobbers think they are en- 
titled to the 3% and between now and 
the next session they’re going to get 
the proof to back up their claims. 
The main weapon will be an analysis 
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of their costs in collecting the tax. 


As jobber Francis J. Schusier of | 
indianapolis put it, they can also 2x- | 
pect support from major oil companies | 
“because they are going to be hit | 
hardest if anything happens to ihe | 
allowance.” Schuster, who headed a | 


special committee to come up w.th 
recommendations on how to combat 


any anti-tax allowance move, also | 


suggests the jobbers work with In- 
diana Petroleum Industries Committee 
and with local and state Chamber of 


Commerce officials if justification for | 


the allowance can be proved. 
Jobbers should be interested enough 
in keeping the tax allowance at 3% 


because it means $180 in their pockets | 
for every 100,000 gal. sold, said Fred | 


Wilder, president of the group. 


Wilder also suggests the oil men go | 


to work to have the state product 


inspection fee reduced. Oil men, he | 
says, now pay the state $80 on every | 


100,000 gal. for checking on product 


specifications. But state income from | 


this inspection, Wilder contends, is 


way over the actual cost, returning | 


a good profit to the state. 
Arkansas 


More Stability 


THE PREVAILING MOOD at the 
annual convention of the Arkansas 
Independent Oil Marketers Assn. an- 
nual convention this year was a lot 
more relaxed than it has been in the 


past. The market is generally stable | 
throughout the state—something it | 
hasn’t been for several years. There's | 
some talk of a powder-keg situation | 


in price wars, but most of the job- 
bers are breathing a long sigh of re- 
lief. 

They’re glad, too, that the share 


of the market going to private brand- | 
ers isn’t growing at the rate it was. | 


They are still making some inroads, 
but the rate of growth has slowed 
down. 

The association passed resolutions 
restating its opposition to S. 11 
(“anti-good-faith” bill) and to state or 
federal diversion of highway funds. 


The group also pledged cooperation 
in efforts to change the tax collection | 


level from manufacturer to whole- 
saler. 


Step into the Driver's Seat 





Are you making your credit system | 
work for you? Read what other | 


marketers are doing ... page 94 


Installations large or small... tanks above or 
underground . . . space limited or unusual . . . 
for any budget... there is a Gasboy Electric 
engineered and priced to fit the need exactly 
... Only GASBOY offers “all three’. .. savings, 
quality, and performance guaranteed. 


* arkner 


ONE HUNDRED 


Model 100 . . . beautiful stream 
lined full length cabinet style 
. .. 14 GPM belt-driven pump 
ing unit... the industry's most 
popular pump. Underwriters’ 
approved. 


® Qupev 


COMPACT 


Series 200 cabinet style 
“Compact”. . . this 12” 
square midget performs 
like a giant. All Gasboy 
Electrics deliver a fast 
14 GPM. UL Approved. 


COMVBACT 


Series 900 offers the maxi- 
mum in all-around economy 
. .. Rugged . . . weather- 
proof... 

dependable. 

UL Approved. 


FOR EVERY ACCOUNT 


Let us show you how you'll be 
time, money and satisfaction 
ahead when you use “all three” 
Styles of Gasboy Electrics. 
Twenty models to choose from. 


WM. M. WILSON’S SONS, INC. 
LANSDALE, PA 


y 
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“WHATEVER YOU DO...DON'T MISS THE MAN 
WITH THE DU PONT ANTI-FREEZE MARKETING PLAN!" 


With “‘Zerex”’ and “‘Zerone”’ comes year-round assistance from Du Pont field anti-freeze sales 
specialists to help you sell. They offer a sales-training service that builds a more forceful and 


aggressive anti-freeze sales program for you. 


OTHER EXCLUSIVE BENEFITS 
e The quality and dependability of ‘“‘Zerex’’ and ‘“‘Zerone’’ 


e The selling power of the Du Pont name 
e Resultful advertising and product promotion 


INCLUDE: 


e Two nationally known and accepted brands of anti-freeze 
serving both the permanent and standard markets 
e Outstanding distribution efficiency 


Find out how your company and dealers can benefit .. . see the man with the Du Pont Anti-Freeze Marketing Plan now! 


® ® 
ZEREX isk ZERONE BETTER THINGS FOR BETTER LIVING . . . THROUGH CHEMISTRY 
Anti-freezes 
es E.1.dv Pont de Nemours & Co. (Inc.), Wilmington 98, Delaware 
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All-new ‘58 
DODGE PowerGiants 


4-WAY LEADERS OF THE LOW-PRICED 3 


Now —for the first time in truck history—one make FIRST IN PAYLOAD! Advanced construction 
leads the low-priced three all four ways! And that make gives extra strength without extra weight, lets you 
is DODGE —all new for 1958! haul up to 44 more, cut down on trips. 


From the future comes Dodge styling — handsome, FIRST IN POWERI New 204- to 234-hp. 
sweeping, prestige-winning lines, richly trimmed in Power Giant V-8’s! Extra power cuts trip time, 
sparkling chrome. lets you pass more safely, reduces engine strain. 
From 40 years of truck experience comes remark- 3 FIRST IN ECONOMY! Most advanced of all 


able engineering advances . . . outstanding performance, V-8 truck engines. Exclusive Power-Dome com- 
load capacities and economy. bustion increases gas mileage, cuts upkeep costs. 


your Dodge dealer’s special 40th-anniversary deal before 
you buy any other make! 


chrome grille and trim . . . modern dual headlights 
. . . future-inspired lines . . . smart new colors. 


See these great new trucks soon. And be sure to get 4 FIRST IN STYLING! All-new design! Deluxe 


TURN PAGE FOR FULL-LINE STORY ———$_$_$_________» 





There’s a 


‘Bs DODGE PowerGiant 


for every job...for every business...for every pocketbook 





CONVENTIONAL MODELS 
G.V.W. 
4,250 Ibs. to 9,000 Ibs. 
Engines 
120-hp. 6-cylinder 
204-hp. V-8 


4-WHEEL-DRIVE MODELS 
G.V.W. Range 
5,100 Ibs. to 10,000 Ibs. 


113- 120- 125-hp. 6-cyl. 
204-hp. V-8 
204-hp. V-8 (Heavy-Duty) 


FORWARD-CONTROL MODELS 


G.V.W. Range 
6,000 Ibs. to 9,000 Ibs. 


Engines 
‘120-hp. 6-cylinder 
204-hp. V-8 





Model 500—Stake 


Model 600 
Tractor 


CONVENTIONAL MODELS 


G.V.W. Range—1 1,000 Ibs. to 22,000 Ibs. 


Engines—125- 130- 141-hp. 6-cyl. 
204- (H.D.) 207-hp. V-8's 
C.0.E. MODELS 
G.V.W. Range— 15,000 Ibs. to 22,000 Ibs. 
Engines—204- (H.D.) 207- 218-hp. V-8's 
4-WHEEL-DRIVE MODELS 
G.V.W. Range— 15,000 Ibs. to 20,000 Ibs. 
Engines—130-hp. 6-cylinder 
204- (H.D.) 207-hp. V-8's 


SCHOOL BUS MODELS 


G.V.W. Range—10,500 Ibs. to 22,000 Ibs. 


Engines—125- 130- 141-hp. 6-cyls. 
204- (H.D.) 207-hp. V-8's 
FORWARD-CONTROL MODELS 

G.V.W. Range—7,500 Ibs. to 15,000 Ibs. 

Engines—120-hp. 6-cylinder 
204-hp. V-8 


CONVENTIONAL MODELS 


G.V.W. Range 
18,500 Ibs. to 30,000 Ibs. 


218- 224- 234-hp. V-8's 
C.0.E. MODELS 


G.V.W. Range 
18,500 Ibs. to 25,000 Ibs. 


218-hp. V-8 
TANDEM MODELS 


G.V.W. Range 
26,000 Ibs. to 46,000 Ibs. 


Engines 

218- 224- 234-hp. V-8's 
SCHOOL BUS MODELS 
G.V.W. Range 

17,500 to 23,000 Ibs. 


Engines 
218-hp. V-8 





DIVISION OF FRAM CORPORATION 


Representatives in all major cities 
In Canada: FRAM CANADA LTD., Stratford, Ontario 
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Let our years 
of experience in the 
design and fabrication of 
these tanks help in your planning 
of meter calibrating tank 


installations. 


Built to API code 1101 

(tentative) and API-ASME 
codes. Corrosion resistant interior 
coatings available. Write for 


complete information. 


WARNER 
SUES 
Company 


BOX 3096 e TULSA OKLAHOMA 





@ SELLING SLANTS 


AC announces new flexible gasoline line 
assortment with merchandising rack 


AC 


FLEXIBLE GASOLINE LINES :|™ 
SSORAR So a 


"m@168 


t 
Ph FM-33 


Merchandiser Assortment 


Assortment covers: 


CADILLAC ¢ CHEVROLET ¢ BUICK 


OLDSMOBILE * PONTIAC 
and 
practically all other American cars 





your cost... °15%8 


(Rack Free) 


Your profit 
on sales of lines... 1 02 











Watch Walt Disney Studios’ ZORRO every week on ABC-TV 


- 


Another fine assist for you from AC... the 
FM-33 Merchandiser Assortment which covers 
the bulk of the market and includes a handy, 
handsome wall rack for line storage. 


The sturdy, steel rack, finished in attractive, 
high-luster AC colors, provides easy-access 
storage for the 21 AC Gasoline Lines included 
in the assortment, plus additional storage slots 
for other lines. 


CALL YOUR REGULAR SUPPLIER 


AC ep THE ELECTRONICS DIVISION OF GENERAL MOTORS 


NATIONAL PETROLEUM NEWS * December, 1957 





OF THE MONTH! 


AC presents the new eight-pack 
spark plug display cabinet at only 4% 





Here’s just what you need for 
spectacular display of the new 
AC Eight-Packs. This hand- 
some, ruggedly built, heavy- 
gauge steel cabinet, with trans- 
parent plastic door, holds 36 
Eight-Packs—a total of 288 AC 
Spark Plugs. 


Easy to check stock 


The attractive heavy transparent 
plastic door makes quick stock 
checking easy. Packages are 
always neat, clean—and there 
when authorized personnel 
need them. The door is piano- 
hinged at bottom, strongly over- 
laps the steel cabinet sides, and 
has hasp equipment for pad- 
locking. Door is decorated with 
colorful embossed plug and 
flash design. 


Holds 36 Eight-Packs 
(a total of 288 plugs) 
This cabinet fits easily on shelf 
or counter, has generous capac- 
ity, includes clip-slot under 
top for AC Spark Plug Applica- 
tions Chart, sent with cabinet. 





It’s a selling display piece, too. 
On the top, as shown, is a fold- 
up steel message plate identify- 


@ Heavy, Clear Plastic Door ¢ Built-in Hasp for Padlock ¢ ing and selling the product. 
, Ask AC Supplier abou 
_ For Shelf or Counter ¢ Piano-Type Hinging * Heavy Steel | this scusibien a a ie 
Construction © Shipping Weight 12-Ibs. 
© Finished in Blue, Red and White 


ORDER YOURS NOW FROM YOUR SUPPLIER 
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‘AC SELLING SLANTS 


NOW you can test and sell — 
new AC Air Cleaner Elements 


The unique r et 


AcltCid with the flip of a switch! 


CL E A NE a A | : ta oe The paper air cleaner market potential is growing 
:, daily by leaps and bounds. More than 40% of all 


TE Wy TE R i 1957 cars are so equipped and many of these paper 


air cleaners already need replacement. 


(MODEL M) The new Model M, AC Air Cleaner Tester is your 


Dealer Price | answer. With the flip of a switch, you can demon- 
$3995 Hea Se). strate to the customer how clogged air 
rae cleaners reduce air passage efficiency and 

increase operating costs. 


me ; 
‘ a Another important point: this new tester 
ve oa a ee * — is completely portable; use it anywhere 
* ... Service area... pump island... or in 


the lube bay. 


me 


OR PEAK ENGINE . REPLACE WITH? aoe WS aces 
PERFORMANCE «OS NEW Be foe Pays for itself quickly! sei 
ond ECONOMY... : A recommended fifty cent service charge for testing * 
elements—an average profit of $1.70 per element __ 
sold—lets you recover the $39.95 cost of this equip- ~_ 
ment in a hurry! In fact, it pays for itself many times 
SPECIFICATIONS—AC Air Cleaner, Model M—29” high, over, making sales on its own, by giving a buyer 
base, 232” in diameter. Plugs into any conventional ' visual proof of need. Order yours at once from your 
110-volt AC outlet. AC supplier. 


No air compressor required. Rugged metal construction 
with easy-to-read, calibrated scale. Shows whether ele- 
ment is clean, partially clogged or needs immediate 
replacement. 


Shipping weight 26-Ibs. ORDER TODAY FROM YOUR 
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Two big reasons why... 


_ Profit-minded dealers everywhere 
now sell ‘AC Filler Caps 


1. THE AC PRESSURE CAP AND COOLING SYSTEM TESTER 


Faulty cooling systems and “tired” pressure caps that can’t 
hold their rated pressures often contribute to poor engine 
performance. Unfortunately, many times, your brand of 
gasoline might get the blame. 

That’s one reason why AC developed this low cost tester . . . 
to help you locate and quickly correct cooling-system 
troubles. Dealers say the AC Tester is one of the best $10 
investments they’ve ever made. 

And here’s a seasonal tip. Now’s the smart time to buy your 
AC Tester, because the only sure way you can guarantee your 
customers’ all winter anti-freeze protection is to give every 
cooling system a complete check. 


LOOK AT 
THESE FEATURES! 
@ All-Steel Construction 
@ Eye-Catching Colors 


case Tester ; ° << ee 5 Be 
2. THE AC CABINET . i : Additional Caps 


ms @ Specification Chart on 
MERCHANDISER ASSORTMENT Reverse Side of 


Just what the doctor ordered for the average ee - ws he Display Panel 
rap ...a@ husky, all-steel cabinet ; 

in handsome AC red and blue colors, to keep ee - 

your cap stocks organized and available. ron CALL YOUR REGULAR 
Plus . . . an assortment of 57 fast moving, ‘ ; ° 

high quality AC Radiator Pressure and Gaso- 

line Caps, 17 types in all, that cover most of 

the market. 








Your cost for the complete deal— $31 33 


SUPPLIER TODAY! 


Your Profit on the sale of the caps— $ | 497 





Ally FM-13 Merchandiser 
ww Assortment 
Watch Wait Disney Studios’ ZORRO every week on ABC-TV 


AC rn THE ELECTRONICS DIVISION OF GENERAL MOTORS 
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FEDERAL HIGHWAY PROGRAM 
PAVES WAY TO GREATER 
SERVICE STATION VOLUME 


Increased travel created by 
new roads will benefit all. 


The 33-billion dollar federal highway program is sure 
to bring business to service stations everywhere. 

For the more good roads the country has, the more 
Americans will travel to all parts of the land, stopping 
at stations on and off these new highways. 

But new highways are not alone in stimulating 
travel. Cities Service Dealers do likewise with free 
maps and information from the Cities Service Touring 
Bureau. 

The Touring Bureau plans best routes to fit the time 
schedule and purpose of each customer's trip. 

Thus, Cities Service Dealers build travel, build good 
will, and build business simultaneously. 





Station Dollar Volume to 
Increase 26% by 1960! 


Things look good for the alert service station 
operator. 

Average dollar volume is expected to rise 
26% by 1960 and nearly 50% by 1966! 

Based on past history, the outlook is even 
brighter for Cities Service Dealers. In the last 
ten years, Cities Service station volume has 
increased 60% ! 














Cities Service Backs Dealers and 
Distributors with Biggest 
Advertising Push Yet 


400 radio stations...600 news- 
papers...top rated television 
shows...and countless posters 
and billboards are now telling 
motorists of the greatest gaso- 
lene development in Cities 
Service history. 

Never before has Cities 
Service advertised so heavily, 
so constantly...and never be- 
fore has it had a better story 
to tell. 

For Cities Service has 


scooped the petroleum industry with new fuels for every type 
of car, not just a single new premium fuel. 

Already, Cities Service Dealers report large sales increases 
from these new gasolenes ...and all agree the best is yet to 
come. The big Cities Service advertising push assures it. 














Cities Service Dealer Sells 
$1452 Worth of Tires in One Month! 


Frank Capuro’s secret is 
simple. 

First, he decorated his Phil- 
lipsburg, N. J. station with 
pennants ...next, strung tires 
from the pump island...then 
placed handbills and tire in- 
spection reports on cars for 
miles around. 

Result: with materials avail- 
able to any Cities Service 
Dealer, Frank sold $1452 
worth of tires and tubes in 
one month. Who says it can’t 
be done! 


Cash in on Bigger Profits as a 
Cities Service Dealer or Distributor 


Never before has the outlook for Cities Service 
dealers and distributors been more profitable. Never 
before has Cities Service offered so much incentive, 
so much assistance to new dealers and distributors 

If you're interested in the full Cities Service stot y 
write: Cities Service Oil Company, Sixty Wall Tower, 


New York 5, N. Y. 
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THE GILBARCO ROTO-PRIME 


CUTS MAINTENANCE, BUILDS PROFITS 


Self-priming and lubricated with ordinary motor oil, Before you buy any pump, check these 
the Roto-Prime cuts maintenance problems to a mini- important features. You’ll find no 
mum. And the great versatility of this pump often other pump can compare! 
makes possible 30% to 50% savings in equipment costs, © Positive self-priming on suction lifts 
savings you'll find registered in your profit column! © Self-evacuating against discharge pressure 
With a capacity range of 50 to 1500 G.P.M. and heads e Efficient volute design 
up 160 feet, the Roto-Prime is the only pump designed © No gear reductions; operation at standard 
exclusively for petroleum handling jobs. motor speed 
®@ No air reservoirs or relief valves 
Designed for outdoor use without secondary 
covering 
® Mechanical type seal for trouble-free 
operation 
® Motor oil lubricated; minimum maintenance 
@ Ball-bearing equipped for long wear and 
smooth, quiet operation 
@ Dynamically balanced impellers 


Write today for catalog and full information: 


HOW THE AUTOMATIC VARIABLE-CAPACITY PRIMING PUMP OPERATES 


Full Priming — With Partial Priming — As Neutral—When al! air and 
air or vapor in the the pump evacuates vapor are removed, liquid 
lines, pressure of air and vapor from pressure equalizes spring 
spring on top of the the lines, liquid pres- pressure and the pump au- 
movable slide holds sure builds up on the tomatically slides into neu- 
the priming pump underside of the slide, tral . . . where it remains 
in full pumping po- moving it upward to- until air and vapor again 
sition. ward neutral. appear in the system. 
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—that means... 
Over 30,000,000 opportunities 
twice a year... tailor-made 


for FRAM sales 


271 manufacturers who specify Fram as Original Equipment 
can’t be wrong. 

No other filter line on the market is used on so many vehicles 
or specified by so many manufacturers. Here’s why: 


® FRAM pioneering research has introduced more new devel- 
opments in filtration than any other manufacturer. 
For example, the revolutionary new Fram Filtronic® 
Carburetor Air Filter and the new Easy Change Oil 
Filter. 


* 
FRAM advertising and merchandising bring more customers 
to your dealers. 


° FRAM Filters are preferred by more motorists than any 
other brand. 


Add more cartridge sales, more oil and TBA sales and you have 
even more proof that Fram is America’s best known, most ad- 
vanced filter line. Prove it to yourself in a test area of your own 
choosing. You’ll know why Fram belongs in your TBA program. 
Write or phone now for details that make profit sense for you. 


FRAM Corporation, Providence 16, R.I. Fram Canada Ltd., Stratford, Ontario 





OIL « AIR * FUEL * WATER 
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THIS SALE 


(200) 0} IN 
TOTAL GALLONS e e ° 


PRICE PER GALLON 


(o} (8) (2) 


laat-lel-m oh", 
VEEDER-ROOT 


Lite is made easier for the man at the pump (and his 
customer, too) . . . by this improved Veeder-Root 
Computer that has more skills built into it. Look at these 
features: Faster, easier resetting with controlled reset 
cycle... Fewer parts for easier, faster maintenance 

..» More protection for totalizers .. . Larger figures 

and improved lighting for easier reading. All these 
improvements are proof of Veeder-Root’s continuous 
effort to make the ‘‘Head for Figures"’ more easy 

to use and maintain. 


Watch for more news from Veeder-Root. . . where the 
objective of every working day is to help the gasoline 
pump industry render better, more dependable service. 
to service stations and their customers. 


VEEDER-ROOT INCORPORATED 


Hartford, Conn. * Greenville, S.C. 
Chicago * New York * Los Angeles 
Sen Francisco * Montreal 
Offices and Agents in Principal Cities 


EEDER-Feoor 


“THE NAME THAT COUNTS” 
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Chances are you've added a lot of compressed 
air jobs since you bought your air compressor. 
If you talk it over with the Brunner man, * 
you'll find just the right size compressor for 
efficiency and economy. 

Brunner Automotive Air Compressors feature 
“slow speed” design for less wear of moving 
parts and longer life. H.P. range from % through 
50. Horizontal, vertical or remote tank 

models for “start-stop” or continuous operation. 
Ask Brunner to analyze your compressed air 
requirements, recommend the right size 
compressor for your operation. A card will 
bring the Brunner representative your way. 


BRUNNER DIVISION 


DUNHAM-BUSH, INC. 


UTICA, NEW YORK aoe eaeeahaemaeele eee SSUES ieee 
PIVERSIOR. CaLIrORwA + UTICA, NEW TORE 
Suesioiaeies 


MEAT, owe. => THe mune Co. Dunne BUG (Camade) LTO 
OnewsTeR, wy. Gamnevnie. GA romon re camace 


Gaz) Cnn ne BUEN OTD emUNWER COMMOMATION (CANADA) LTO 
LONDON, GrecK Ano PORT MORE, OnT Amo 
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GLOBE “CONTINENTAL” ADAPTERS 
ACCOMMODATE ALL FRAMES 


Equipped with the new “Continental” 
Adapters, ‘“Frame-Kontact” Hoists lift 
every car on the road today. Solid, 
widely-spaced support is given the car 
frame. European cars, “unitized” bodies, 
jeeps, light trucks, convertibles, even 
three wheelers are readily lifted. 


=> 





MAXIMUM ACCESSIBILITY 


“Frame-Kontact” design leaves the 
entire underbody completely acces- 
sible for lube, replacement and repair 
work. Wheels and suspensions hang 
free... all lube points, as well as muffler, 
brakes, rear end, springs, transmission, 
and starter are within easy reach. 





Car manufacturers, car dealers, service depart- 
ments, and gas stations everywhere favor the 
“Frame-Kontact” method of lifting vehicles. 
After using “Frame-Kontact” Hoists, many 
shops are finding it practical and profitable to 
equip every mechanic with one. The current 
trend in car design—with parts accessible under 
the car, instead of under the hood—makes 
“Frame-Kontact” lifting a must for economical 
service and repair. 


Profits from service on a “‘Frame-Kontact”’ 
Hoist are greater, because less time has to be 
spent on the job. Mechanics work faster and do 
better work. Servicing can be completed in 30 
to 60% of flat time estimates. In addition, 75% of 
all repair and maintenance jobs can be handled 
more profitably on a “‘Frame-Kontact” Hoist. 


FREE: f “FRAME-KONTACT? 


ERS: 
The December 19 ~~ 1957 LIFT CHART 
Hoist Data Bulletin giy, Ssue of the G 
Structions for 195706 es compe lifting in. 
T your copy, 


GLOBE PATENTS The world-famous principle of “Frame-Kontact” lifting was 


invented, patented, pioneered, and licensed by Globe Hoist Company. It is covered 


by the following U.S. Patents: 2458986—2593630— 2583635 — 2612344—2612355— 
2654443. Other U.S. and foreign patents issued and pending. 


MG 


WORLD’S MOST COMPLETE LINE OF AUTOMOTIVE AND HEAVY-DUTY TRUCK HOISTS 
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INFRA-RED... 
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In the complex tire manufacturing process, there is a 
critical phase which, more than any other, determines 
the ultimate strength and life of nylon tires. 
At this point, through a unique application of the quick, 
penetrating heat of Infra-Red, Dunlop — and DUNLOP 
ALONE—imparts to nylon fabrics a“tempered strength” 
unapproached by conventional oven-heat methods. In 
6 critical seconds, nylon casing fabrics are precisely 
stretched, heated, and stabilized to increase the overall! 
safety and superiority of Dunlop tires. 
As a result...a nylon framework of exceptional strength 
is provided for other specialized techniques and mate- 


rials which make Dunlop nylons so safe and economi- 

cal for passenger cars and trucks. 

Since 1888, Dunlop has written and rewritten tire his- 
tory by introducing the pneumatic tire, the low pressure 
tire, the drop-center rim, Tension-Free Construction, 
and Infra-Red treated nylon. 

Today’s Infra-Red is not only the most recent Dunlop 
contribution to greater highway safety... it’s producing 
the profitable year-round nylon sales that make a Dunlop 
Franchise increasingly valuable today. If your tire profits 
are low...your turnover slow...it will pay you to inves- 
tigate the Dunlop program for Petroleum Marketers. 


You're miles ahead with... 


DUNLOP 


DUNLOP TIRE AND RUBBER CORPORATION, BUFFALO 5, N. Y. 


Founders of the Pneumatic Tire Industry 


December, 1957 + MATIONAL PETROLEUM NEWS 





Now You can get the advantages of . o 





TESTED TO PROVE SUPERIOR PERFORMANCE, LONGER LIFE 


The Rockwell meter test station provides unex- 
celled facilities for putting meters through their 
paces. Here Rotocycles with the new design rotor 
were given exhaustive breakdown tests. They 
were run ’round the clock at accelerated rates of 
speed. They were exposed to shocking start and 
stop tests, high temperatures and tested for ac- 
curacy and sensitivity on such liquids as 500 to 
2500 SSU oil, high test gasoline and No. 2 fuel 


oil. Pressure loss, accuracy and wear were all 
plotted during the life tests on these liquids. 

Thus we know and you can be sure that Roto- 
cycles with this advanced design will give excellent 
performance, longer life and with less maintenance 
on all liquids that can be metered. 

A full line of these new models for pipe line 
and bulk plant service is in production—ready 
for your profitable use. Write for bulletin OG-411. 


ROCKWELL MANUFACTURING COMPANY 


PITTSBURGH 8, PA. Atlanta 
New Orleans New York 


Boston Charlotte Chicago 
N. Kansas City Philadelphia 


Dallas 
Pittsburgh 


Denver Houston los Angeles Midland, Tex. 
San Francisco Seattle Shreveport Tulsa 


in Canada: Rockwell Manufacturing Company of Canada, Ltd. Factory and Service Guelph, Ontario; Sales Office Toronto, Ontario. 
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ROCKWELL (070(V-/- METERS 
wih CRANK CONTROL 


NEW ROTOR DESIGN IS SIMPLE, STURDY, 
HAS FEWER PARTS, IS PERMANENTLY TIMED 


The recently announced coordinated linkage 
method for controlling the rotating vanes in 
Rockwell Rotocycle meters does not change 
the basic proven principle of this meter's 
operation. It does offer these added benefits: 


GREATER CAPACITY— Meters with this new 
construction run more freely and with better 
balance. Hence their capacity has been in- 
creased approximately 20% on all sizes. 
LONGER LIFE and easier maintenance can be 
expected from this improved design since 
there are fewer parts and many less points to 
wear. 


PERMANENT TIMING is assured since there is 
only one possible way to assemble this new 
rotor and this method automatically and 
correctly positions the vanes. 


RUNS QUIETLY—The new, smooth operating 
crank and link construction eliminates all 
objectionable noise. 


HIGHER RATINGS, EASIER IDENTIFICATION 
Basic Rotocycle meter sizes are now identi- 
fied by their maximum capacity ratings. For 
example, the new No. 600 Rockwell Roto- 
cycle has a normal capacity range of from 
120 to 600 gpm. Other large sizes for bulk 
plants and pipe lines are the No. 400 and 
No. 1000. 


TOP VIEW OF NEW ROTOR—Note 
the four arm control plate. The hub of 
this plate is mounted eccentrically to 
permit the control arms to position 
the vanes. The design is simple, clean, 
readily accessible. 


POSITIVE TIMING ASSURED—Here a 
link is being fitted on a control plate 
pin, ready to be lowered on a vane 
shaft. Flat of control arm engages flat 
on shaft to permanently secure vane for 
correct timing. 
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CONVERSION KITS AVAILABLE—The 
advantage of greater capacity, fewer 
parts and longer life in this new design 
are available to all users of earlier 
model Rockwell Rotocycles. Conversion 
kits facilitate on-the-job changeovers. 





set gasoline pumps 


in e') easy steps 


with 
DRESSER Fittings 


Wherever new pumps are installed or old pumps are re- 
located, Dresser Gasoline Pump Fittings make the pump 
setting job faster and easier. A wrench is the only tool 
needed, and there is no pipe threading or exact pipe fitting 
necessary. A Dresser Fitting will even join a misaligned 
riser pipe to the suction stub, forming a permanently tight 
joint that absorbs vibration. For the Dresser Couplings 
and Fittings you need for this and dozens of other applica- 
tions in the petroleum marketing field, see your local 
piping supplier. 


Slide the Dresser Style 65B 
Long Coupling down over { ‘Beamer: 3 
the riser pipe. No need to |e pa 


disassemble the coupling. Style 65B—Long Coupling 
Just loosen the end nuts. “No tread” coupling fer ebave-qremd 
piping 2” in diameter or smaller. 


Set the pump in place, posi- 
tioning the suction stub over 


the riser pipe. Perfect align- Style 65B—Female Adapter 


ment is not necessary. Joins male-threaded line with 
plain-end line. 











Slide the coupling up to join 
the suction stub and riser 
pipe, tighten the end nuts Style 65B—Male Adapter 


with a wrench, and the pump Sean Genaln thecal Qn wih 
is ready for service! plain-end line. 








Dresser Style 65 Couplings are also available in regular (short) 
lengths, 45° ells, 90° ells, and tees. 


Write for your free copy of Dresser’s Petroleum Marketing 
catalog, showing how you can benefit by using Dresser 
Couplings and Fittings. 


Dresser Manufacturing Division + Bradford, Pa. 
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...a better, less costly anti-stalling additive 


Now you can stall-proof your modern volatile motor gasolines with a 
performance-proved additive at a lower cost than ever before. 


FULLY PROVEN IN SERVICE —More than 25 billion miles of 
stall-free driving is proof of the effectiveness of Gulf Agent 178 in 
modern volatile motor gasolines. 


INEXPENSIVE —Only 15 to 25 pounds of additive are required per 
thousand barrels of gasoline. No expensive storage space is required 
since you need so little of Gulf Agent 178. 


EASY TO USE-Gulf Agent 178 is readily soluble in all petroleum 

products and can be blended easily at temperatures from minus 30° to 

plus 140° F. It is insoluble in water and can be used in conventional , 

gasoline transfer systems with no danger of loss from water leaching. Petrochemicals Department 
GULF OIL CORPORATION 


RUST PROTECTION-—Gulf Agent 178 gives you an extra benefit by Gulf Building, Pittsburgh 30, Pa. 
providing corrosion protection at no extra cost. Rust prevention length- 
ens the life of distribution and storage facilities all the way from re- 
finery to customer. 


HEMICALS 


Let us show you how Gulf Agent 178 can improve your gasoline! 





‘J&L phosphatizes in-the-round ? 
. .. you mean after the shell 
is formed and welded ?”’ 


‘Sure, how else can you properly 
phosphatize the seam? 


J&L gives us a 100% job!” 


ee 


e J&Lspecialists, backed up by 
modern research, are ready 
to consult on your toughest 
packaging problems. 


e J&L, an integrated steel 
producer, controls container 
quality from start to finish. 


e J&L steel containers provide 
engineered packaging for de- 
pendable transportation and 
safe storage. 


® Precise fabrication and cor- 
rect specification of fittings 
and closures, 


e Prompt dependable delivery 
from nine plants, 
Call your nearest J&L Con- 
tainer Division office for rec- 
ommendations on your pack- 
aging problems. Or write 
direct to the Container 
Division, 405 Lexington 
Avenue, New York 17, N.Y. 


Jones & Laughlin 


-.-.a great name in steel 
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AM roads lead to this sign of a modern, 


Officient station ......- 


{ yore] 
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As 


SMITHway 
cispensers 


: , . ’ A. O. Smith products, including dispen- 
Kia the highway, Smithway Dispensers sers, are regularly advertised in leading 
. ; national publications such as Saturday 
trim and attractive appearance beckons the eye, Svsnliin Dae, . tink: Shaesnne ee 
invites the motorist to come in and buy. Business Week. 


A product of A. O. Smith — famous all over hie J. 
the world for superb engineering and quality gS soma —" 


construction — inspires the kind of confidence 


that makes for more regular customers — 


C 5 RPORA 
more sales and profits. See 


your representative or write for details. METER, SERVICE STATION SOUP, DIVISIONS 


Factories: 5715 Smithway St., Los Angeles 22, Calif.; P. 0. 
Box 500, Succasunna, N. J. Offices: Atlanta 5, Ga.; Chicago 
4, Ill.; Houston 20, Texas; Los Angeles 22, Calif.; New York 
17, N. Y. Canada: Toronto 12, Vancouver 1; A. 0. Smith 
International S. A., Milwaukee 1, Wisconsin, U. S. A. 
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ARO has everything 





AL-207 PUMP... 


whether you do 50 or 500 lube jobs 

a month ... you'll find AROLUBE 
equipment unbeatable for your needs! 
ARO lubricators are powered with | 
the amazing AL-207 Pump ... uses 
less air to pump more lubricant. 


SEE YOUR AUTOMOTIVE 
WHOLESALER NOW FOR DETAILS. 








SEEEEEE EE EH OH 


WARRANTED FOR 3 
YEARS OR 10,000 
LUBE JOBS! 


ARO warrants the AL- 
207 Air Motor to be free 


rm 
de 

ee 

ee 

de 

+ | 

from defects in work- | i LUBRICATING 
ee 

be 

ee 

ee 

be 

ee 





manship and materials oeaggee 
for 10,000 lube jobs or | 
3 years, whichever oc- 
curs first, from date of 
purchase. 











ee 
want ote tb in tbe oe tie oor ate 
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UNRESTRICTED FLOW 


PHILADELPHIA 


mean 
fast 
deliveries 





S , ‘ , 

ave time at the delivery point, 
and you save money.” That is the con- 
sensus of tank truck operators every- 
where, and it is one of the many ad- 
vantages of Philadelphia Hose Reels. 














SECTION THROUGH REEL 





Unrestricted passageway is clearly 
shown on the sectional view of the 
spindle and seal. Note the long radius 
curvature of the elbow, free from re- 
striction. A self-tightening Neoprene 
seal is used. It is tight at high or low 
pressures and will run for many years 
without any signs of wear or leakage. 
Note that the ball bearings for the 
spindle are outside the passageway 
and not in contact with the fluid. 


The actual fact is this: when a re- 
stricted flow reel is replaced with a 
Philadelphia Hose Reel, the resulting 
full flow means faster delivery—without 
changing either the pump or the hose. 


Philadelphia Reels are light in weight 
and are built like a fine automobile. 
All parts are made of steel, malleable 
iron or bronze (no cast iron is used). 


All shafts and bearings are equipped 
with ball bearings with hardened and 
ground races. Seven ball bearings are 
used on each reel. This means the reel 


HOSE REELS 


will last many times longer than one 
equipped with plain bearings. 


Prices No Higher. Quantity produc- 
tion of standard parts, plus many 
years of experience, enables us to 
build these high-grade reels at prices 
competitive with and in many cases 
lower than other makes. Philadelphia 
Hose Reels are made in all sizes from 
1” to 3” with hand or power drives— 
electric, air or hydraulic. Under- 
writers’ approved explosionproof 
motors when required (any voltage). 


Send for Bulletin No. 171. 


PHILADELPHIA VALVE COMPANY 


2497 E. ONTARIO 


STREET, 


PHILADELPHIA 33, PA. 


Manufacturers of Reels & Valves Since 1922 
Pacific Coast Distributors: 


Oil Marketing Equipment Co., 325 Fremont Street, San Francisco 5, California 


Howard Supply Co., 5125 Santa Fe 





New England Distributor: North P 
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Avenue, Los Angeles 11, California 
Service & Supply, inc., 37 Brockley Road, Jamaica Plain 30, Mass. 


55 





Always change the valve 
when mounting new 


tubeless tires 


—~ 
\* a 
aq & | 
a % 


Every time you install a new tubeless tire, be sure to install a 
new Schrader valve, too. Protect your customers’ driving safety 
and the reputation of your tire’s brand name with a new Schrader 








valve. Make this simple service a profitable “must.” For full, 
built-in mileage over the entire life of a tire, the valve should 
be as new as the tire. 

Tubeless business—changeover, repair, replacement—is growing 
every day. Be ready with complete Schrader service. 


A. SCHRADER’S SON * Division of Scovill Manufacturing Co., Inc. 
BROOKLYN 38, NEW YORK 





FIRST NAME IN TIRE VALVES 
ee ere FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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personalized 
container Service 


‘ 


from 


Your US Steel representative makes it his business to understand yours, so he can help you select 
the right container for your needs. Profit from this know-how and personal service next time you 
shop for containers. Your US Steel salesman is always as near as your telephone. 


Profit from all 5 of these US Steel extras, too. 

@ Best rust protection—there’s more zinc phosphate on every USS rust-inhibited 
container. 
Eye-catching containers—your containers not only ship your product, but ad- UNITED STATES STEEL PRODUCTS 
vertise it, too—when color-decorated by U.S. Steel. swan 
Prompt container delivery—a 7-point factory system gives you next-door service schon satis 
anywhere—any time. UNITED STATES STEEL CORPORATION 


Widest container variety—from 2%-gallon pails to 55-gallon drums, including 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 
stainless. 


Lower unit cost— USS stainless-steel containers with their patented design give _ bos Angeles and Alameda, Calif. * Port Arthur, Texas 
lifetime service at unequaled long-run economy. Chicago, Ill. * New Orleans, La. * Sharon, Pa. * Camden, N. J. 


USS STEEL DRUMs © 
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TWICE THE 





It's simple to see—here—why drivers, at night, zoom : f . 
right on past a poorly lighted service station— intent Enables any station to dominate its service 


on © taten pegy Rae eee area! Increase Volume!— Double T.B.A. Sales! 
Still at no more cost than for Incandescent Light! 


Practically all operators of today’s more profitable 
stations agree . . . “Dominating lighting is now known 
to be the quickest, easiest, least-costly way to assure 
added traffic’! 


f Ma 
Well-lighted driveways give motorists time to slow- 
down and the ease to furn comfortably toward your 
pumps or into your service area! 








Ss te 9) 


Westinghouse Hinged Poles Cut 
Maintenance Time to Seconds! 
Poles from 20’ to 40’ simply “pull” 
down!—for easy “one-hand” cleaning! 


Westinghouse High-EFFiciency BALLASTS now available for 
every Service Station Lighting Requirement! 


. & ble ocak ha 


Spot-lighting “moves” merchandise in service stations High EFFiciency BALLASTS —coordinated to specific elec- 
as readily as it does for other retailers! How do trical requirements for each particular lamp — frequently give one- 
YOUR T.B.A. items appear from “out front’? third more light!—Double-Long Lamp Life! 
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Example of low-cost Westinghouse UA-20 
Mercury Floodlight installation. See how only 
400-watt, color-corrected mercury lamps 
at pump islands also illuminate driveways. 


Here, Westinghouse VEK-16 ground area 
floodlights (for either mercury or incandes- 
cent lamps) illustrate low-cost lighting of 
large areas or open spaces for parking. 


LIGHT AT THE SAME COSTI!- 





Westinghouse Mercury Luminaires! 





And, lighting that attracts customers away from 
competitors! —that makes your station appear more 
efficient and inviting—and lighting that truly mer- 
chandises your T.B.A. lines now costs no more than 
you already pay for poor, inadequate, incandescent light! 


Westinghouse Light Engineering gives you two to three times 
more light! YET AT NO INCREASED OPERATING COST! 


It’s simple. Modern, improved-type mercury lamps 
give 2 to 3 times more light per watt! And it is only 
watts that you pay for! 

Moreover, these Mercury lamps last up to seven 
times longer than old-style, incandescent “light- 
bulbs’”’!—mercury lamps often serving two years or 
more without burn-out! 

So— Westinghouse has engineered a complete line 
of every type of luminaires needed by service stations 
—luminaires designed specifically for the latest, 
color-corrected mercury lamps! 


Many stations (see major illustration, above, at 


left) take advantage of Westinghouse pre-emi- 
nence in the street-lighting field—by employing 
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See all these Westinghouse mercury luminaires— 
that give you 2 to 3 times more light at no increased 
operating cost!—or, enable you to reduce the load 
some 20%—and still get 40% more light! 

Call your near-by Westinghouse Representative— 
your own, local Westinghouse Distributor—or, write 
to Westinghouse Electric Corporation, LIGHTING 
DIVISION, Edgewater Park, Cleveland, Ohio. 

Get the advantages—the extra economies! —of 
Westinghouse “packaged” lighting equipment, in- 
cluding: poles, brackets, lamps, both interior and ex- 
terior superior HIicH-EFFicrency BALLASTS! 


you CAN BE SURE...1F iTS 
| 


Westinghouse Ws 


various of the famed Westinghouse OV luminaires 
— including the only luminaires today engineered 
specifically for color-corrected mercury lamps! 





at your 
Fingertips 


GRACO’S Delile 


OVERHEAD REELS 


WHEN IT’S SERVICE you're selling, you need modern service 
units ... that work fast and look good . .. units that attract 
and keep your lube service business. 

This is the kind of equipment Graco specializes in. Designed for 
the service departments of tomorrow, these great new Graco Overhead 
Reels give a clean, sparkling look of efficiency to any lube room. 

These fine reels are engineered to be installed in minutes and 
serviced in seconds! Within easy arm’s reach you can actually feel the 
balanced spring action as you lower a hose for service . . . and feel the 
smooth, easy way it pulls out and retracts. 

Any combination of Graco Reels is available . . . for chassis, gear, 
motor oil, water and automatic transmission fluid. And reels can be 
added at any time while retaining the beautiful “family” appearance. 
Put the finest at your fingertips . . . specify new Graco Deluxe Over- 
head Reels! 





ate 


The latest in lubricat- 
ing and service equip- : iy 
ment is shown in ; 


Graco’s 32-page cata- 
log. Send for your 


free, personal copy Jf 4 ly GRAY COMPANY, INC. 
today. Me P| Engineers and Manufacturers 
ee eg 2 1232 Graco Square ® Minneapolis 13, Minnesota 
Factory Branches: New York « Philadelphia « Detroit « Chicago 


Atlanta « Houston e San Francisco 
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Trouble-Free Tires 


now yours to sell 


Jo 
SORES 
Ay =o 


New Cooper Safety-Premium nylon 
-.. the first tire to offer trouble-free performance 


Cooper’s new $1 million nylon pro- 
cessing mill and 3-Dimensional con- 
struction make possible the trouble-free 
tire you see here. 

Here now is much more than just an- 
other nylon tubeless tire. The reason 
is Cooper “3-D” construction. This is 
the Cooper development that gives 


freedom from tire trouble because it 
adds the great new dimension of lasting 
dependability to nylon and rubber. 


Look what this gives you fo sell: 
Never again the nightmare of a sudden 
blow-out or puncture! Never again the 
risk of roadside tire changing! Never 








bee 

“The Million Dollar Marvel."’ Affection- 
ately named because of its huge size and 
efficiency, here is the most advanced nylon 
processing mill in the tire industry—the 
place where “3-D" construction begins. 
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again the bother and worry about a 
“spare” to get you there! 


Sell tire life in terms of years—not 
merely miles. The Cooper ‘3-D” 
Safety-Premium nylon outlasts the 
trade-in life of practically any car. Sell 
tire power in terms of a 20 ft. extra 
margin of safety on a 100 ft. stop. 


Sell a trouble-free guarantee—the 
extra measure of assurance customers 
want. The “3-D” Safety-Premium ny- 
lon is backed by a 3-year road hazard 
guarantee, plus a lifetime guarantee 
against structural failure. 


High volume sales and profits are 
sure to come to dealers who stock the 
wonderful new Cooper “3-D” tire that 
motorists will be reading about. Write 
Dept. 3-D today for free folder and 
franchise details. Cooper Tire & 
Rubber Company, Findlay, Ohio. 


.+. miles ahead 





[ts a Hirst! 
ts Exclusive! 


For Sunoco dealers only... 
automatic custom-blending 


by the pump! 


Early in 1958 Sunoco dealers 


ill start selli i t, 
Craslens:taadidiensee- dasha AVAILABLE TODAY 
from Sunoco’s exclusive auto- 


matic blending pump. These PREMIUM QUALITY NEW SUPER PREMIUM 


fuels will give any car full 


knock-free performance at 

price advantages no 2 or 3-grade 2? O O 2A O 
system can match. 
Whatever engine developments Highest octane anywhere Best value for highest 








the years ahead may bring, at regular gas price compression cars 
Sunoco dealers will be ready for 


them—way ahead of competition. 


ON THE WAY-—6 great blends from Sunoco’s 
exclusive automatic blending pump 
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Fuels to fit every car 
from 1 automatic pump! 


Plus these benefits 


Each Sunoco dealer has an adequate 
territory, with no crowding of Sunoco 
outlets. The average Sunoco dealer 
outsells his average competitor by 
15%. 


With Sun’s pioneering “Dealer De- 
velopment Program”, prospective 
dealers earn while they learn. In con- 
ference sessions later, dealers may 
discuss their problems with sales 
management. 





And more 


Sun does not supply gasolines directly 
or indirectly to unbranded jobbers or 
unbranded stations. 


I CN OAR A Ne ARMIN SR Rp 


1 a Neen 


Sun does not duplicate its marketing 
operations by serving dealers both 
directly and through branded distrib- 
utors in the same area—no dual dis- 


tribution! 








Sunoco’s revolutionary new system 
of tailored fuels is on its way. It will 
put Sunoco dealers head and shoul- 
ders above all competition with its 
exclusive marketing advantages. 


SUN OIL COMPANY, Philadelphia 3, Pa. 


Youre years ahead with Sunoco! ! 
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NEW HUSTLE FOR ‘58... CHEVY LIGHT, 


More horsepower... more 
staying power in V8's and 6's! 


New Chevrolet trucks bring you 
higher efficiency horsepower right up 
the line, including a revolutionary new 
V8 development for heavyweights. 
Here are engines designed to work for 
you...to save for you... to give you 
more power than ever before! 


If you use light-duty trucks, there’s new standard power 
in every 58 Chevy model . . . a more powerful (145- 
h.p.!) edition of the engine most famous for economy 
and dependability, the rugged Thriftmaster 6. And the 
optional (extra-cost) Trademaster V8 is all new and all 
set to go to work with 160 h.p., 283 cubic inches of dis- 
placement, short-stroke efficiency and weight-saving 
compactness. 

Chevrolet for ’58 is here with new medium- and heavy- 
duty power, too! Standard in Series 50 L.C.F. models is 
a new version of the Heavy-Duty Taskmaster V8, with 
plenty of power for fleet hauling and new durability 
features such as Stellite-faced exhaust valves and induc- 
tion-hardened exhaust valve seats. Series 60 models pro- 
vide the time-proved Jobmaster 6 with more power than 


TG NEW CHEVROLET 


64 
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ever—150 h.p.—and a host of new features that mean 
more economy and dependability on jobs that work a 
truck hard. 

And Series 70 and 80 models come equipped with a 
big 175-h.p. Heavy-Duty Super Taskmaster V8 newly 
fitted out with a lineup of advanced, rugged compo- 
nents; this engine is designed to pull mammoth payloads 
with ease. 

But that’s not all! Series 90 and 100 models offer a 
new kind of big truck engine, the 230-h.p. Workmaster 
V8, with radical Wedge-Head design that develops 
high power and torque at fuel-saving low r.p.m. See 
your nearby Chevrolet dealer and save with Chevy’s 
new brand of hustle! . . . Chevrolet Division of General 
Motors, Detroit 2, Michigan. 


Latest editions of the ‘“‘Big Wheel’’ in trucks 














RADICAL NEW 
WEDGE-HEAD DESIGN 


In the Workmaster V8, 
a new kind of combus- 
tion chamber gets extra 
power with top econ- 
omy from regular 
grade fuel! Cylinder 
block is machined at 
16-degree slant, pistons 
are of new “peaked” 
design. 


TASK: FORCE 58 TRUCKS 
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(ON JET FUELS) 


me Rocluced by T hours 


PATENT SWING JOINT MAKES 
SUSPENDED SUCTION work 


For many years it has been established practice to 
give a setting time between input and output, 
allowing water and sediment to precipitate out of 
the fuel prior to use. This means a waiting time 
of approximately one hour for every foot of tankage. 





The Emco Floating Suction Unit with its patent 
swing joint automatically positions the suction in- 
take below the liquid level. allowing output to 
commence only two hours after input. TANK 
SIZE NO OBJECT. 6” & 8” units ex stock. 


If you have a specific problem send tank details and 
we shall be happy to quote. 





W H EATO N EMCO BRASS MANUFACTURING Co. Ltd. 
WESTWOOD . MARGATE . KENT . ENGLAND. 
Tele: Thanet 21521 Cables & Grams: EMCO MARGATE 


Parent Company Emco Ltd., Wheaton Brass Works, Manufacturing Licensees in the Agents in principal 
London, Ontario, Union, New Jersey, following countries: Germany, cities throughout 
Canada. U.S.A. Sweden, France, Australia. the world. 
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Number 82 in a Series of Bulletins for the Petroleum Industry 


DECEMBER 1957 





Here’s new proof of the 
solubilizing power of FOA-2 


DuPont Fuel Oil Additive No. 2 has long been 
known as an exceedingly effective fuel oil-stabilizer 
and sludge-dispersant and solubilizer. The first two 
qualities have been repeatedly demonstrated in 
field performance, and now the solubilizing power 
of the additive can be demonstrated also. 

The demonstration is quite simple and can be 
made with no more equipment than a heat source 
(steam bath) and two small vials of fuel. The fuel 


is kerosine with a small amount of benzene contain- 
ing dissolved sludge. FOA-2 is added to one of the 
fuel samples; then the benzene is boiled off of both 
samples. The time-lapse picture story (below) tells 


the story. 


How FOA-2 solubilizes 


The photos show that at the beginning sludge is 


soluble in the fuel, becoming insoluble 


1 10:30 A.M., SEPTEMBER 23, 1957 2 10:42 A.M., SAME DAY 3 11:42 A.M., SAME DAY 


4 1 P.M., SAME DAY 5 10:30 A.M., NEXT DAY 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company {inc.) 


1. These bottles both contain 99% kerosine, 
1% benzene and a small amount of sludge 
(15 mg/1l00m!) which is soluble in the fuel 
blend. To the bottle at right .01% of DuPont 
FOA-2 has been added. This is the proportion 
recommended for protecting fuel oils (30 Ib./ 
1,000 bbi.). 

2. The samples have been heated for 10 min- 
utes in boiling water to evaporate the benzene. 
Sludge is already starting to appear in the 
bottle at left, not in bottle at right. 

3. Note in cut 3 agglomeration of insoluble 
sludge particles at left, and clarity of FOA-2 
protected oil at right. 

4. Sludge formation has settled to bottom. 
Solution at right remains clear. 

5. Most of the small sludge particles in left- 
hand bottle have now settled. After 24 hours, 
FOA-2 protected oil still shows no sign of 
sludge precipitation, and will continue clear 


almost indefinitely. 





DU PON 





Solubilizing Action 


only when the aromatic solvent portion 
(benzene) is removed. The right-hand 
bottle shows that FOA-2 keeps the 
sludge soluble, whereas it gradually 
precipitates in the bottle at left. 

FOA-2 is a long-chain polymer with 
a critical balance between polar and 
oil-soluble groups. The polar groups 
are attracted to non-hydrocarbon con- 
stituents or residue particles, and the 
soluble groups maintain good oil-solu- 
bility of the combination. 

FOA-2 stabilizes fuel by preventing 
interaction of non-hydrocarbon con- 
stituents or residue-formers in the fuel. 
It solubilizes some residues which are 
just slightly insoluble, and disperses 
other residue particles which are quite 
oil-insoluble. 


Benefits of the additive 


These three properties of Du Pont Fuel 
Oil Additive No. 2 keep oils free flow- 
ing . . . devoid of sludge which could 
cause clogging of heating systems. 

They are responsible also for FOA-2’s 
solution of the incompatibility prob- 
lem. The sludge likely to precipitate 
when oils are mixed does not form if 
sufficient FOA-2 is present; 30 lb./ 
1,000 bbl. is usually enough to solve 
incompatibility. 

The third important function of the 
additive is its cleansing of systems al- 
ready fouled with sludge. This saves 
the costs of downtime and of having 
systems cleaned manually. 


New book about FOA-2 


We recently published a comprehen- 
sive 28-page book about FOA-2. All 


the basic information you will need is 
included—properties, composition, use 
concentrations, handling and addition 
methods, and performance testing data. 
Ask any of our — for a 


copy, or drop us a line. 








You ought to know... 


CARL W. FERRIS is manager of the 
DuPont Petroleum Chemicals Divi- 
sion’s Chicago district. This district 
serves the tetraethyl lead and other ad- 
ditives needs of refineries in Illinois, 





Indiana, Missouri, and parts of Michi- 
gan, Iowa, Kentucky, Tennessee and 
Wisconsin. 

Mr. Ferris was previously an account 
manager in the Division’s central re- 
gion office which is headquartered also 
in Chicago. He joined the Du Pont Com- 
pany in 1947 and his first assignment 
was at the DuPont Petroleum Labora- 
tory where he worked on fuel blending 
studies in the single cylinder engine 
laboratory. He then did road test work 
with the Du Pont fleet of fuel test cars. 
He was transferred to the Division’s 
central region in 1951, where, before 
becoming an account manager, he was 
the regional automotive service repre- 
sentative and then sales promotion 
coordinator. 

A graduate of Comell University, 
Mr. Ferris has a B.S. degree in mechan- 
ical engineering. During World War 
II, he served for nearly 3 years in the 
U. S. Navy and held a Lieutenant, jg. 
commission. He is a member of the 
Society of Automotive Engineers. 








How educators get practical 
industry experience at Du Pont 


When a college professor tells a class 
of future chemists “how we used to do 
it at the plant,” there’s a good chance 
he’s talking about the sound practical 
experience he picked up in industry. 

The growing number of educators 
participating in Du Pont’s summer em- 
ployment program enjoy the opportu- 
nity of gaining experience and knowl- 
edge of industry which help them in 
their academic careers. They also sup- 
plement their incomes by summer 
work. 

In helping educators in this direct 
way, DuPont and many other indus- 
trial companies are contributing to a 
movement directed to the promotion of 
better industry-education understand- 
ing. 

DuPont broadened its summer pro- 
gram this year to include nearly 60 
high school teachers and college pro- 
fessors. These men and women can 
draw on the experience they acquired 
at DuPont plants or laboratories in 13 
different states to help out with the 
vital job of Lage 3 today’s youngsters 
for tomorrow's jobs in industry and 
education. 

The summer employment of college 





professors began just after World War 
II. Recently DuPont employed high 
school teachers as well. 


SALES OFFICES 


Chicago 3—8 So. Michigan Ave. RAndolph 6-8630 
Cleveland 15-25 Prospect Ave. SUperior 1-1363 


Denver 2—Petroleum Club Building, 
16th & Broadway 
Houston 2— 

705 Bank of Commerce Bidg. CApitol 5-1151 
Los Angeles 17—612 So. Flower St. _MAdison 5-1691 
New York 20— 

1270 Ave. of the Americas COlumbus 5-2342 
Philadelphia 2—3 Penn Center Plaza. LOcust 8-3531 
Pittsburgh 22—1 Gateway Center. ATlantic 1-2933 
San Francisco 4—111 Sutter St. EXbrook 2-6230 
Seattle 3—4003 Aurora Ave. MElrose 6977 
Hg 1—1811 So. Baltimore Ave. LUther 5-5578 

in Canada—DuPont Company of Canada (1956) Lim- 
fea, Petroleum Chemicals, 85 Eglinton Ave. East, 
Toronto 12—Ontario . Udson 1-6461 
in Other Countries—Organic Chemicals Department, 
Export Division, 7447 Nemours Bidg., Wilmington 
98, Del., OLympia 4-5121, Ext. 2962. 


AComa 2-2347 





REG. U.S. PAT. OFF. 


Better Things for Better Living 
.-. through Chemistry 


SEE DUPONT'S SHOW OF THE MONTH ON CBS 


DuPont Tetraethy! Lead and other Petroleum Additives 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (Inc.) 
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Extra space...at no extra cost 
with a modern Butler warehouse! 


Butler buildings have been used in the construc- 
tion of thousands of warehouses for public mer- 
chandise . . . raw materials and finished stock. 
They have proven to be a new way to build better 
storage facilities at low cost. 

For example, compare the interior of a Butler 
warehouse, utilizing modern engineering and 
building techniques, with a conventional ware- 
house. The overhead trusses, rows of posts .. . 
thick, load-bearing walls have been eliminated. 
Instead, there is clear, uncluttered, post-free, 
truss-free space from wall to wall and floor to 
roof. There is extra, built-in space you can utilize 
...@xtra capacity without the expense of addi- 
tional floor space. 

Pre-engineered Butler warehouses eliminate 
expensive design and engineering costs. Mass- 


produced and precision made they take less time 
to erect, too. Your new warehouse starts earning 
profits weeks even months sooner than tradi- 
tional building methods permit. 

The unique design and construction of a Butler 
warehouse offer advantages that no other method 
of building can match. Expansion can be accom- 
plished quickly, at low cost. Iluminating, heat- 
ing, ventilating are less expensive. Maintenance 
and upkeep is minimized as well. 


For further information on these permanent, weather- 
tight, firesafe buildings, contact your Butler Builder. He 
is an expert at building efficient, profitable, low-cost 
warehouse and storage facilities. Ask him to show you 
special sound-slide film on warehouse planning and 
construction. He is listed in the Yellow Pages under 
“Buildings” or “Steel Buildings” or write direct. 


BUTLER MANUFACTURING COMPANY 


7454 East 13th Street, Kansas City 26, Missouri 


V4, pane 


Manufacturers of Buildings + Oil Equipment + Farm Equipment + Dry Cleaners Equipment + Outdoor Advertising Equipment + Custom Fabrication 
Sales offices in Los Angeles and Richmond, Calif. + Houston, Texas * Birmingham, Ala. + Atlanta, Ga. * Kansas City, Mo. » Minneapolis, Minn. + Chicago, Ill. 
Detroit, Mich. * Cleveland, Ohio * New York City and Syracuse, N.Y. * Washington, D.C. * Burlington, Ontario, Canada 
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Guardian 
series 1000 


e blankets extremely 
wide areas 


The Series 9000 gives the most desirable light 
output yet produced in an outdoor floodlight. 


Provides more actual “‘see-ability”’, reduces glare, 
gives maximum diffusion of soft light 
throughout the entire area. No color distortion. 


You get this superior illumination with an unusually 
low operating and maintenance cost (only 400 watts 
per unit) and far longer lamp life. 


AVAILABLE IN BOTH 
METRIC AND” 
YMMETRIC TYPES 





. 


: | 
cuannian Light comrany 


500 NORTH BLVD., “™. OAK PARK, ILLINOIS 
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Never before has a new lighting fixture captured 
the imagination of the service station operator 
like the Royal-T has in the 18 short months since 
it was introduced by Guardian. This new con- 
cept in island lighting delivers more usable light 
... actually utilizes light instead of merely trans- 
mitting it. It is the first fixture specifically de- 
signed to use the extra output of the new RS 
lamps . . . a fixture that does the dual job of both 
island lighting and area lighting. 

Equally important to the station operator, the 
Royal-T is unmatched in beauty. Everything 
about it has the inherent good looks that accom- 
pany truly functional design. The industry knows 
there is only one Royal-T fixture . . . that only 


Guardian makes it. 
GUARDIAN Light commany 


SOO NORTH BLVD. OAK PARK, ILLINOIS 
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Pete Penn helps you 
MAKE MORE OIL SALES 
WITH PENNSYLVANIA 
MOTOR OIL 


Here are three benefits you can 
recommend to oil-change customers 
if they refill with your brand 


7, Better oil mileage 





2. Smoother engine performance 


bE) 3, Less engine wear 
WN 











In 1957... 
96,500,000 MESSAGES 


Pete Penn will help build acceptance for your 
brand of Pennsylvania Motor Oil with 96,500,000 
advertising messages appearing regularly in these 
leading national magazines. 


MAKE MORE OIL PROFITS WITH A BRAND OF 


PENNSYLVANIA 
MOTOR OIL 
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Ready now-=new catalog 


describing Buckeyes complete line 
of refueling equipment for... 


overwing refueling... 


Also No. 8385 Non-Drip Oil Servicing Nozzle 


No. 9162 
Overwing Fuel 
Servicing Nozzle 


No. 4092 
Underwing Fuel 


underwing refueling... ' MF Servicing Nozzle 


\ 
Also No. 8718 Aircroft Pressure Fuel Servicing Adapters for underwing refueling ; 
/ SS) 


No. 4092 FC 
Underwing Fuel 
Servicing Nozzle 


hydrant systems : 


No. 13200 Hydrant Emergency Valve and Adapter for automatic shut-off service No. 40938 


Hydrant Valve 


No. 4096 
Hydrant Adapter 





eee 


BUCKEYE IRON & BRASS WORKS N 
Box 883, Dayton, Ohio 


Get your free copy of Buckeye’s new catalog prepared espe- 
cially for aircraft refueling. It’s available now! 


NAME 





QUALITY PRODUCTS COMPANY 
FOR THE AVIATION INDUSTRY riTte 


These and other Buckeye aircraft refueling valves — 
are described in full in our new Aircraft Catalog. 
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more power at the wheels ‘ 


No matter how you slice it—it’s power at the wheels 
that counts. And you get it with a Reo Gold Comet 
OH-170. This “‘big-load hustling” engine combines 
straight six economy with V-8 responsiveness to give you 
the most efficient six cylinder engine in its class. Its 
“‘wet-sleeve”’ design and other advanced Reo exclusive 
features cut downtime and overhaul costs in half. 

For “cost of power to the wheels’’, there is nothing 
comparable on the road. And Reo can prove it. So ask 
your Reo salesman for a demonstration. There’s a 
Reo Gold Comet Six engine for trucks of any make. 
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Six Cylinder Gold Comets 
up to 170 h.p. Gas 
up to 160 h.p. LP-Gas 


REO DIVISION tansinc 20, micnican 


THE WHITE MOTOR COMPANY 
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Happy Holidays tp All! 


No, Dancer! No, Prancer! 

I won't need you this year, 
For I'm riding with Richfield 
On my round of good cheer! 


RICHFIELD 


OIL CORPORATION OF NEW YORK 


579 FIFTH AVENUE, NEW YORK 17, N. Y. 
Serving the Eastern Seaboard from Maine fo Florida 
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Savings in storage, inventory and dollars 


Compound your full line 


of oils with just 2 Oronite 


“additive packages” 


MELE YS 


Ee 


7 < 


° 

é 
a \ 
¥< 


The streamlined, money-saving way to blend a full line of 
motor oils—to cover the range of API service classifications 
MM-MS-DG-DM-DS— is with just two balanced additives— 
Oronite’s detergent and inhibitor additive “packages.” 

You get the motor oil quality you want but need to buy and 
inventory only two additives. Further savings are also 
possible by buying in tank car or CL quantities. 


Oronite’s “detergent package” contains a mixture of 

detergent compounds—the “inhibitor package” a mixture of 
inhibitor compounds. Each “package” is specially 

balanced and formulated to give optimum response with 
your base stocks. Formulations can be provided to meet any 
and all performance levels you require. 


Talk over your requirements with Oronite—let us show you 
how Oronite’s “package” program can simplify your storage and 
inventory problems and enable you to save dollars. Contact 

the Oronite office nearest you for full information. 


ORONITE CHEMICAL COMPANY 


EXECUTIVE OFFICES 
200 Bush Street, San Francisco 20, California 
SALES OFFICES 
New York, Wilmington, Chicago, Cincinnati, Houston, Los Angeles, San Fr 
EUROPEAN OFFICE 
36, Avenue William-Favre, Geneva, Switzerland 
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64,000,000 Gallons of Aviation Fuel Consumed Per Year 


FROM BULK PLANT TO TANK TRUCKS TO PLANES...AN ENORMOUS FUEL HANDLING JOB 


Currently it takes a daily average of 175,000 gallons of 
fuel to “gas-up” the ever increasing number of domestic 
and foreign airliners departing from New York Interna- 
tional Airport. The Port of New York Authority operates 
the airport and Allied New York Services, Inc. operates 
(for the Port Authority) the large tank farm and tank 
truck fleet necessary to keep this tremendous refueling 
job operating smoothly around the clock, day-in and 
day-out without interruptions or delays. 


Self-Priming Centrifugals Do The Job 

Seven years ago the bulk plant was constructed with eight 
30,000 gallon underground tanks and loading stations. 
Specifications for the pumping equipment as written by 
The Port Authority were based on vapor handling ability, 
high capacity, and low maintenance. Self-priming centrif- 
ugals were the only pumps which could fill these desir- 
able specifications, and Marlow pumps were selected 
because they were already proven out on similar jobs. 





These original eight Marlow self-primers are pumping fuel from 


underground tanks to the first eight loading racks. 


78 





The first additions to the original installation, these two Marlows 
have been on the job for over 7 years with little maintenance. 
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These six Marlows were added during the 
second phase of expansion as the plant size 
increased to 16 loading racks. 


A Big Pumping Job 

As the airport traffic swelled, the bulk 
plant expanded. First, six 500,000 
gallon tanks and two 250,000 gallon 
tanks were constructed above ground. 
Later twelve 30,000 gallon tanks were 
installed under ground. In 1955 
another four 220,000 gallon tanks 
were added above ground so that the 
bulk plant now holds 4,880,00v gal- 
lons and has twenty loading stations. 
For each expansion Marlow pumps 
were used. 

These twenty Marlow bulk plant 
pumps handle 90, 100, 108, and 115 
octane aviation gasoline along with 
J. P. 4 and 640 Kerosene jet fuels. 
They load an average of 90 tank trucks 
each day. Pumping high capacities, 
they top off 4,200 gallon refuelers. in 
less than 20 minutes. For tank strip- 
ping, three small Marlow self-primers 
are used. 


High Speed Plane Fueling 
Naturally, the same desirable pump 
features of vapor handling, high 
capacity, and low maintenance were 
needed for the New York International 
Airport tank truck fleet. In the begin- 
ning the Port Authority used Marlow 
engine-driven self-priming centrifugal 
pumps. Later the specifications were 
switched to gear-driven self-priming 
centrifugal pumps operating from the 
tanker’s power-take-off. 

Today, the entire tank truck fleet 
is equipped with gear-driven self- 
priming centrifugal pumps. All told, 
approximately 35 trucks are equipped 
with Marlow pumps and the last 25 
trucks purchased have been equipped 
with Marlow pumps. 


The latest expansion of the airport bulk 
plant includes four 4-inch Marlow Self- 
Priming Centrifugal Pumps. 


Here are three of the last twenty-five addi- 


tions to the Allied New York Services, Inc. 
tank truck fleet. All twenty-five are equipped 
with Marlow gear-driven self-priming centrif- 
ugal pumps. 


This is one of the three small Marlow pumps 


used at New York International Airport on 
tank stripping service, 


This Marlow gear-driven self-primer pumps 
up to 400 GPM. Standard construction in- 
cludes multiple discharge ports which allow 
simple piping of pressure relief bypass in 
addition to the main discharge pipe. 





Seven Years 
of Trouble-Free, 
Low Maintenance Service 


During their entire seven years of 
operation at New York Interna- 
tional Airport, the eight original 
Marlow pumps have required only 
minimum maintenance as have the 
fifteen additional Marlow bulk 
plant pumps. At least one Marlow 
gear-driven self-priming centrifugal 
pump has been in operation for 
over five years. The other thirty- 
five give every indication of follow- 
ing the same satisfactory pattern. 
All of these pumps were obtained 
through Louis M. Barish Cc., Inc., 
one of Marlow’s distributors in the 
New York area. 


These same trouble-free pumps are 
available to modernize your bulk 
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plant as well as reduce your mainte- 
nance problems. For further infor- 
mation, write for Bulletin PM-06. 
For immediate technical help, ask 
for the name of your Marlow dealer 
or look in your local classified 
directory. 


MARLOW PUMPS 


Division of Bell & Gossett Company © 
MIDLAND PARK, NEW JERSEY 
Morton Grove, Illinois Longview, Texas 
In Canada: 

PUMPS & SOFTENERS LTD., LONDON, ONT. 
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iP Amazing New Fuel 
F. Gets Spectacular Results! 


The new age in motoring is here! The new era 
in gasoline volume is here! 
Boron has changed everything! In jet fuels it 
: - a gives sete planes 40 per cent more thrust! 
= " H sd “ In D-X Boron Motor Fuel it gives performance be- 
D-X preman “uae §=6yyond compare... plus a dramatic sales story, that 
sales skyrocket ® can send your volume sky high. 
. ; Why wait any longer to sell the tremendous 
over 30 per cent! ; power of D-X Boron? Get in on the hard-sell mer- 
'  chandising program that’s making history in the 
This is the average increase for the i," petroleum industry. Get in on D-X Sunray’s spec- 
D-X: Marketing Depurtment: Many O-X E, _ tacular half-hour TV show ... dominating color 
Jobbers and Dealers have achieved really Fy, > eee ads ee saturation outdoor boards . . . 
y ‘ exciting radio promotions ...exclusive D-X Farm 
mea Information Center program! 
= Nothing like it ever. And it’s all yours... with 
opportunity for the greatest increase in gallonage 
and profits in your business history. Get the facts 
. now and you’ll see why D-X jobber and dealer sales 
Box 381, Tulsa, Oklahoma: ; * gre skyrocketing. 


spectacular sales gains far in excess of 
30%. We'd like the opportunity to tell 
you the complete story. Write now to: 
N.B. Ingram, General Sales Manager, a! 
D-X Sunray Oil Company, 


D-X SUNRAY OIL COMPANY (Subsidiary 
rr MAiad_c + ee ee 4 
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“In 14: months...not 

a single bearing 

lubrication failure . 
with lithium-base grease!” om 





THE PROOF !IS IN THE PERFORMANCE... 


lithitum-base srease 


does the job... 


and does it better! 


Here’s a report of our own experience with lithium- 
base grease under extreme industrial service condi- 
tions. Approximately 95% of the grease used in the 
plant of American Litatum Cuemicats, Inc., our 
subsidiary at San Antonio, Texas, is lithium-base, 
one-type grease. In fourteen months operation we 
have not been able to trace a single cause for bearing 


| failure to the lubricant used. The on-the-spot photos 


American Potash & Chemical Corporation 


REG. U.S. PAT. OFF. 


above give graphic evidence of the rugged bearing 
service requirements in this plant where lithium ores 
are processed into high-grade lithium hydroxide, 
itself an important ingredient in lithium-base grease. 
Performance like this is why grease chemists, manu- 
facturers, marketers and users all attest to the superi- 
ority of lithium-base...the one grease in place of 
many for efficient and economical operation. 


member of... 


3030 West Sixth Street « Los Angeles 54, California 
LOS ANGELES * NEW YORK °* GAN FRANCISCO * ATLANTA * PORTLAND Core.) 
Export Division: 99 Park Avenue, New York 16, New York 


Want to know more about TRONA 

lithium hydroxide monohydrate ? Send for our 
ical bulletin on this important 

chemical ingredient in lithium-base greases. 
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PREST-O-LITE'S 


Now-more than ever: 


See Your Jobber Today! 
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WIRED FOR PROFITS! 


Dresto.ite gives you everything 


you ever wanted ina battery line! 

































@ NEW LOW-PRICED BATTERY LINE is 
packed with quality, guaranteed for18 months, and 
loaded for volume and profit! 


@ SALES TESTED MEDIUM-PRICED LINE has 
a proven reputation as hot seller in all groups. 


@ BIG PROFIT HI-LEVEL LINE is firmly estab- 
lished money-maker in the premium field. 


Total up the score and ycu’ll find Prest-O-Lite has what 
it takes to get more sales and greater profits! 


F 





resto-lite 


BATTERIES 





Peerless Oil & Chemical Corp. 
ships solvents and fuels 
in Tr/-Sure equipped drums 


AN EXTENSIVE line of solvents, chemicals and diesel fuels are 
blended, drummed and shipped by the Peerless Oil & 
Chemical Corp., Long Island City, N. Y. 


These include low-pour-point fuels which are shipped to the Arc- 
tic for use in the operation of radar nets, and to the Antarctic 
for International Geophysical Installations—regions where fuel 
must function efficiently in temperatures as low as minus 74°— and 
critical-test, power-boosting chemicals for use in aircraft engines. 


To prepare and protect drum-shipped products for any exigency, 
Peerless adheres to rigid specifications, enforces strict quality 
control—and equips its drums with Tri-Sure* Closures. 


Peerless, and other leading shippers the world over, have learned 
that when conditions impose severe demands on drum-shipped 
products, there is only one choice in closures—Tri-Sure. For 
under ail conditions, in a// climates, the interengaging Tri-Sure 
Flange, Plug and Seal give unfailing protection from leakage, 
seepage and losses. 


Your next shipment—of any product, to any destination—will 
be secure in Tri-Sure equipped drums. Play safe now and specify 
“Tri-Sure Closures” to your supplier. 

*The “Tri-Sure” Trademark is a mark of reliability backed by over 35 years 


serving industry. It tells your customers that genuine Tri-Sure Flanges 
(inserted with genuine Tri-Sure dies), Plugs and Seals have been used. 


AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 
CHICAGO, ILL. - LINDEN, N. J. - NILES, OHIO 
Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
Tri-Sure S/A Indéstria e Comércio, Sao Paulo, Brazil 
American Flange & Manufacturing Co. Inc., Villawood, N. S. W., Australia 
Compania Mexicana Tri-Sure $/A, Naucalpan, E. de México, México 
B. Van Leer N. V., Stadhouderskade 6, Amsterdam, Holland 
Van Leer Industries, Ltd., Seymour House, 17 Waterloo Place, Pall Mall S. W. |, London, England 
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IN WASHINGTON 


it’s a Dog’s Life—The Soviet Union’s sputniks 
will probably kill the chances of small oil marketers 
for tax relief. Proposals to grant small business reduc- 
tions in the corporate tax were shaky from the be- 
ginning. Now the Russian achievement will probably 
force higher defense spending and tax relief will be 
dropped. 





Imports Face Test—-The government's voluntary 
program to limit imports will stand or fall in the first 
quarter of next year. Latest major to fall in line is 
Sohio, leaving only three large importers (East of the 
Rockies) out of the program. By the end of the first 
quarter 1958, it should be clear whether they'll go 
along. At the same time, Congress will be in the midst 
of considering an extension of the Trade Agreements 
Act. If the voluntary program fails by that time, 
amendments to the act to provide for stricter controls 
over oil imports seem likely. 


New Oil Study Ahead—A new comprehensive na- 
tional oil policy could result from a study being con- 
sidered by Defense Mobilizer Gray. The proposed 
study will survey U.S. oil requirements for the next 
10 to 20 years. Government policies on oil imports 
and development of synthetic fuels could be affected. 


IN DETROIT 


Unitized Body Catching On—Look for the Chrysler 
to go all out for unitized frame construction by 1960. 
Lincoln, Thunderbird and Rambler have already gone 
that route. General Motors has made no commitment 
as yet, but its X-type frame will allow a quick change- 
over to unitized construction with a minimum of design 





Less Gas for Ford—Fuel economy will be a big sell- 
ing point of the 1958 Ford line. A new engine, new 
transmission and lower axle ratio improves gasoline 
mileage by 12% to 15%, Ford says. Air suspension 
will be optional on all models, including the Thunder- 
ay This year, the Thunderbird joins Lincoln with 
an integrated body. Except for the Thunderbird, all 
Ford models operate on regular grade fuel. Dual head- 
lights are standard on all models. 
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id of the News 


AROUND THE COUNTRY 


Tank Wagon Under Fire—The tank wagon price is 
being attacked from more than one quarter: 

e National Oil Jobbers Council has called for 
elimination of subnormal or temporary tank wagon 
prices. And it asks that “obsolete, unrealistic and 
phony” normals be replaced by “realistic ones.” 

e Atlantic Refining’s D. T. Colley suggests scrap- 
ping tank wagon in price war areas in favor of a com- 
mission setup (see page 109). 

e An Eastern major is experimenting with sliding 
scale contracts. But in the Midwest, Phillips Petro- 
leum will abandon its sliding scale (see below). 


Sliding-Scale Sethack—Phillips’ decision to discon- 
tinue the sliding-scale margin plan for its jobbers is 
causing extensive repercussions. The plan, which was 
presented early in 1956, goes out on Jan. 1. Because 
gasoline prices have been under pre-sliding scale post- 
ings in widespread areas for long periods of time, 
Phillips felt the plan placed it at a competitive dis- 
advantage with other suppliers. On rising prices, Phil- 
lips shared the increase with jobbers on an 80-20 basis; 
and they shared declines on the same basis. Phillips 
jobbers are expected to receive “better minimums” 
than they did before the escalation plan. Phillips deci- 
sion is a setback for long-time efforts by the National 
Oil Jobbers Council to effectuate a general sliding- 


scale policy. 





Spur: Up for Grabs—Justice Dept. will offer its 55% 
interest in Spur Distributing Co. for sale at public 
bidding. Spur, a chain of about 400 stations in 20 
states and D.C. (NPN FacTBoox, p162), was once 
part of the estate of one-time German auto magnate 
Wilhelm Von Opel. Last month the Supreme Court 
ended the last chance of his son, Fritz, to get back 
about $6-million worth of government-held assets 
seized at the outbreak of World War II. 


Closer Communications—Look for more marketing 
brass to go in for frank discussions with jobbers in 
open sessions. Conoco’s marketing vice president Harry 
Kennedy may have set a precedent at the joint Ala- 
bama-Mississippi jobbers meeting. Kennedy answered 
floor questions after giving an off-the-cuff talk—an 
unusual procedure, since major representatives usually 
stick to prepared texts. (See page 25.) 


Jobbers Wanted—The Texas Co. is reportedly look- 
ing for more jobbers to handle its branded products. 
Texaco now has about 800 jobbers and 1200 con- 
signees. 


More Ahead of the News > 





Ahead of the News 





New Dealer Group Forming—American Assn. of 
Gasoline Dealers is being organized as a rival group 
to National Congress of Petroleum Retailers. Head 
of the organizing committee is Norman Foley, Rich- 
field dealer of Fresno, Calif. Organizers says they don’t 
approve of NCPR activities and policies, claim NCPR 
doesn’t represent national dealer sentiment. They say 
theyll try to work out problems “through negotia- 
tions with suppliers rather than legislation.” NCPR, 
meanwhile, continues on the opposite track: it’s set 
up a 250-member committee to work for grass-roots 
support of S-11 and other measures in a 38-state area. 


More Protection for Jobbers—At least one major 
company—Shell—is reportedly upping the minimum 
margin floor in its jobber contracts. The move is de- 
signed to relieve pressure in depressed price areas. 

@ 


Marketing Marriage Due—Texas consignees and 
jobbers are expected to join hands early next year. 
Petroleum Marketers Assn. of Texas (consignees) 
voted recently to join Texas Oil Jobbers Assn. (job- 
bers) as “associate distributor members.” TOJA’s 
membership now has to approve the idea. PMAT 
would remain a distinct association, but would share 
expenses with TOJA, and the two groups would hold 
their annual meetings together. 


Teamsters on the March—The Teamsters locals are 
wooing station attendants in Michigan. One of the first 
companies hit: Clark Oil & Refining. Others are re- 
ported to be in line. 


New Jobber Group—Oil marketers in Oregon, Wash- 
ington and Idaho are getting together to form a new 
Northwest jobber association. Approximately 50 are 
interested so far; about half form the hard core actively 
working to establish the new group. Membership will 
be restricted to jobbers, because they hope to join 
National Oil Jobbers Council. 


Billboards Fight Back— Outdoor advertising will 
launch its biggest public relations campaign in 1958. 
Objective is to attack anti-billboard feeling generated 
by critics of the medium. An estimated $350,000 above 
normal public relations expenses has been appropriated. 


Franchise Station Plan—Union Oil of California is 
exploring the feasibility of a plan for putting service 
stations on a “franchise ownership” basis. The plan 
is predicated on the belief that a good dealer enhances 
the value of a station; he would be compensated for 
that after he leaves the station, with Union Oil and 
the new dealer sharing the compensation. Thus the 
old dealer would retain an interest in the prosperity 
of the station. Likewise, the new dealer would have 
additional incentive in building up the intrinsic value. 
The compensation period probably would last a year. 


86 


Financial Help for Dealers—A major may soon in- 
troduce a new approach to the problem 

dealer candidate who has no capital. The company 
negotiating with an financier for lease 


several new stations. The financier, in turn, wi 

dealer candidate as station manager on a salary-plus- 
50% of profits deal. Station manager will be given a 
chance to buy the lease and equipment after three years 


Nuclear Age Advances-——The first nuclear powered 
merchant vessel will slide down the ways 





automobiles up to resemble 

part of its new $1-million research lab 

company feels it needs to anticipate 

and lubricant requirements.a year or two 

in order to turn out the right kind of 

gasoline, research is done on motor oils, power steer- 
ing fluids, gear lubricants and greases. 
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NPN PRICE AVERAGES* 
Refinery /Terminal 
(¢ per gal.) 
Nov. Oct. Nov. 
1957** 1957 1956 
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GASOLINE 


Gasoline 
(regular) 

Kerosine 

Distillate 

Resi 

4 esidual 





12.27 
11,18 
9.72 
5.68 


12.38 
11,19 
9.73 
5.68 


11.80 
11.08 
9.49 


120 5.51 


DISTILLATE 


products 
Lube oil 
Crude at Well 

($ per bbl.) 


*Weighted average price, princi- 
pal markets. 
**Through Nov. 15. 


9.85 
24.17 


9.91 
24.17 


9.53 


80 22.86 
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MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) Nov. 1957* Oct, 1957 Nov. 1956 


Finished and unfinished gasoline (thous. bbl.) 
Distillate fuel oil (thous. bbl.) 
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Residual fuel oil (thous, bbl.) 
Crude oil-—B. of M. (thous. bbl.) 


180,805 
173,963 
34,177 
59,338 
284,295 


181,107 
174,872 
34,439 
59,360 
282,910 


174,808 
151,517 
34,329 
44,590 
275,995 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 
Foreign crude included (thous. bbl. daily) 


7,545 
978 
83.85 


7,722 
978 
85.81 


Refinery Output 
Gasoline (thous. bbl. daily) 
Kerosine (thous. bbl. daily) 
Distillate fuel oil (thous. bbl. daily) 
Residual fuel oil (thous. bbl. daily) 


Crade Supply 
U. S. crude oil production (thous. bbl. daily) 
Crude oil imports (thous. bbl. daily) 


3,761 

276 
1,699 
1,025 


3,919 

265 
1,742 
1,048 


6,786 
810 


6,748 
1,019 


*Through Nov. 8. 
Source of Data: API Weekly Reports, except 1956, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Latest Month 
12,533 (Aug.) 
22.04 (Nov.) 
5,389 (July) 
315 Sept.) 

51 (Sept.) 
5,902 (Sept.) 
2,843 (Aug.) 
65.6 (Aug.) 
1,278 (Sept.) 


Exports of crude and refined products (thous. bbl.) 
aie Bees a's « 








Supply and Demand 






How Many Grades of Diesel? 


The oil industry would like the 
railroads to standardize on one 


Railroads and oil companies share a perennial 

: how to widen the range of properties 
of railroad diesel fuels. The newest development 
in this field comes from New York Central R.R. 


The New York Central’s technical research cen- 
ter in Cleveland has announced “a powerful new 
fuel from a refinery byproduct that could never 
be used in diesels before. This new type of fuel 
delivers more horsepower per gallon than ordinary 
diesel oil . . . and it is a penny cheaper.” 

The new fuel is a blend of distillate fuel oil 
and light residual fuel oil stocks, improved with 
additives to impart dispersant and scavenging 
properties. It’s being supplied by refineries in the 
Cleveland-Detroit area. The only alteration on 
locomotives using this fuel is a heat exchanger 
using engine cooling water to preheat the fuel. 

The new fuel is now being used in diesel loco- 
motives in the Cleveland-Detroit area, 
but it has not been in use for sufficient time to 
determine how it will affect engine maintenance 
costs. This is the crux of the problem of using 
a part residual fuel in place of the traditional 
100% distillate diesel fuel. 

Other railroads and some oil companies have 
carried on similar studies with railroad diesel fuels 
containing a proportion of residual oils. The South- 
ern Pacific is trying a dual-fuel system on some 
diesel locomotives. It utilizes a distillate fuel for 
idling and low engine output, and a residual 
blended fuel for high outputs. 

As the dieselization program of the U.S. rail- 
roads nears completion, consumption of diesel fuel 
is approaching 90,000,000 barrels annually. This 
fuel now comes principally from No. 2 grade heat- 
ing oil stocks. Ten years ago railroad diesel fuel 
took 14% of these stocks; today it is 24%. While 
this is a relatively small proportion, it has added 
significance for refiners because the highest qual- 
ity material is demanded by the railroads for their 
diesel fuel. Looking ahead, the oil companies feel 
that as other demands for distillate fuel oils grow, 
it may become difficult to supply the railroads 
with diesel fuels with the present narrow range 
of properties. 

In terms of cost, broadening the range of prop- 
erties of diesel fuels is important both to railroads 
and oil companies. The New York Central’s an- 
nouncement said the full use of its new blended 
fuel—at 1¢ gal. less cost-—-would cut NYC’s fuel 
bill by $2.5 million a year. 

But even more important is the effect of heavier 
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Railroad diesel skims the cream off No. 2 stocks 














fuels containing residual oils on engine mainten- 
ance expenses. With equipment costing $150,000 
for a 1500-hp diesel locomotive, increased down- 
time for inspections, overhauling and repairs 
caused by the fuel used could more than offset 
savings in the original cost of this item. 

The present special requirements of some rail- 
roads makes it uneconomic for all refineries to pro- 
duce the grades of diesel fuel they demand. 
Hence the railroads have an added cost item in 
transporting the fuels to the point of use. 

For oil having to carry one or more 
grades of railroad diesel fael means additional stor- 

age and distribution facilities, an additional cost 
they Sel cone MEADE ote ike eons 
adopt a standard specification for their fuel—and 
particularly if the requirement could be met by 
an oil carried to meet other needs as well. The 
manufacture of special grades of diesel fuel for 
individual railroads is expensive to refiners. 

The nearest approach to a standard for railroad 
diesel fuels at present is designation D 975 of the 
American Society for Testing Materials. The No. 
2-D grade is defined as “a distillate fuel oil of low 
volatility, for engines in industrial and heavy mo- 
bile service.” The limiting requirements are: mini- 
mum flash point, 125° F, maximum sulfur, 1% by 
weight, maximum 90% distillation point, 765° F, 
minimum cetane number 40, 
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FACT No. 1 


FRANKLIN’S EXCLUSIVE DISCONNECT 
LEADS assure against gasoline entry while 
allowing easy take-apart service. 


FACT No. 2 


FRANKLIN’S EXCLUSIVE DISCONNECT 
CASTING allows easy removal of pump 
and motor while assuring against gasoline 
entry into lead cavity. 


FACT No. 3 


FRANKLIN’S EXCLUSIVE “TOTALTECTOR” 
provides total protection for all condi- 
tions of overload or loss of liquid. 


FACT No. 4 


Stator windings are sealed in an all 
welded stainless steel case and embedded 
in plastic to assure absolute protection. 


FACT No. 5 


Stainless steel shaft is spiral-grooved to 
circulate gasoline for lubrication through 
bearings. 


FACT No. 6 


Hi-capacity thrust bearing assembly is also 
gasoline-lubricated, requires no lube 
maintenance. 


Insist on Franklin motors 
on your remote system 
pumps for dependability 











Franklin 


SUBMERSIBLE MOTORS 


Franklin motors are supplied with a con- 
trol box which contains the starting and 
protection equipment essential for de- 
pendable long-lived operation. The 
neon pilot light indicates when the 
motor is operating. 


ee | ae Kile tric Cx “D hue: : 
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you can meet any lubrication specification if you 


BLEND WITH ENJAY PARANOX® 


(DETERGENT-INHIBITOR ADDITIVES) 
Blended with Paranox, lubricants can be compounded to combine both minimum 
wear and maximum engine cleanliness characteristics. That’s why more and more 
refiners and blenders are relying exclusively on Paranox in formulating lubricants for 
heavy duty equipment and all engines that are subjected to tough operating conditions. 
Through years of intensive research and development work with manufacturers and 
oil companies, Enjay has developed the only complete line of high quality additives 
(Paramins®) that can assure maximum performance characteristics. Why not let 
this experience and know-how work for you? Contact the Enjay Company today. Pioneer in 
Petrochemicals 


ENJAY COMPANY, INC., 15 WEST Sist ST., NEW YORK 19, N.Y. 


Akron + Boston + Chicago + Detroit + Los Angeles * New Orleans* 1 ‘ulsa 
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TO MAKE MONEY 


Here are just a few of the sharp money- 
© making ideas for management men in 
this issue of NPN: 


items, like teddy bears and toys, at their stations. 
It works wonders for Billups see page 98 


1 Maybe your dealers should sell novelty “impulse” 


Convince your customers that oil heat is clean. 
2 Eliminate the need for annual cleanouts (sounds 


dirty) with good burner adjustments. . . .page 118 


if they'd like to go on a percentage commission set- 


Ask your dealers and jobbers in price war areas 
«3 up. Atlantic's trying it 


dealers for your credit services, and motorists for 
delinquent accounts 


oO Worried about high credit costs? Look into charging 


your dealers. But they won't sell themselves. It 
takes salesmanship and training 


€) Accessories can be good profit-makers for you and 


You'll find good ideas you can use in NPN 





Selling for 
Sinclair Dealers... 


10,000 
RADIO 


NNOUNCEMENTS 


EVERY WEEK! 


HEARD MORE OFTEN, MORE CONSISTENTLY 
THAN ANY OTHER OIL COMPANY COMMERCIALS! 


It’s easy to see why so many dealers are switching to the 
Sinclair banner. Sinclair leads the industry in dealer 
assistance. 


For example: Sinclair’s huge advertising campaign is 
spearheaded by 10,000 radio announcements every week 
on 900 radio stations! Week after week, motorists at 
home and on the road hear Sinclair commercials selling 
Sinclair products for Sinclair Dealers. Fact is ~ Sinclair 


MERRY CH, 
* NEW sTMas waa 
parry’ YEAR To EVERYON®’ « 


radio advertising is heard more often, more consistently 
than any other oil company commercials—radio and TV 
combined! 


Now is the time to become a Sinclair Dealer! Talk it 
over with your Sinclair Representative. Or write Sinclair 
Refining Company, 600 Fifth Avenue, New York 20, 
New York. Ask, too, about the Sinclair TBA franchise, 
featuring Goodyear, the greatest name in rubber. 


SINCLAIR 
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Separating the Businessmen .. . 





The very thought of 1958 is causing 
many marketers to shudder. Inventories 
of all oil products are becoming looser. 
Prices are soft or shaky. The forecast demand 
indicates that 1958 consumption will be 
just a little more than it has been this year. 


On the whole, the outlook for oil 
marketing is pretty good. One clue to the 
future is capital spending in 1958. Business 
in general plans to reduce capital expendi- 
tures in 1958 by 7% over-all as compared 
with this year, according to the annual Mc- 
Graw-Hill survey. However, oil marketing’s 
expansion will be up slightly in 1958 — 1% 
— the same increase that is reported for the 
oil industry as a whole (see page 115). 


Next year $434-million will be spent 
on marketing expansion, compared to 
$430-million this year and $426-million 
last year. 

That’s more than the whole mining indus- 
try plans to spend. Its proposed outlay is 
$375-million, off 18% from this year. That’s 
more than the textile industry, the bever- 
ages industry and the rubber industry each 
plan to spend. 

Industries that will be off include iron and 
steel, non-ferrous metals, machinery, auto- 
motive, transportation equipment, paper and 
pulp, chemicals and other metal-working. 

The overall decline will result from a 
16% cut in spending by manufacturing. 
Even so, things aren’t so bad as those re- 
ports seem to indicate. The level is still high 
compared to most previous years. Next year’s 
total is 20% ahead of 1955 and only slightly 
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under 1956’s spending total. The drop is 
concentrated in manufacturing because capac- 
ity has increased sharply while production 
is leveling out. 


Many marketers are alarmed be- 
cause they will have to cope with an 
adjusting economy. Although oil marketing 
is not simple, many distributors have pros- 
pered because they were selling a product for 
which there has been a strong demand in a 
growth economy. They didn’t have to be 
particularly good businessmen. They just 
had to be in the right place at the right time. 

The coming months will put many dis- 
tributors to a hard test that will deter- 
mine whether they really are good busi- 
nessmen, or whether they can only get 
along if they are in the right place at 
the right time. 


Christmas Greetings 


| Dip at NPN —all the editors and 
reporters and secretaries, all the sales- 
men, all the circulation staff, all the business 
and promotion men and gals, and all the 
management people — wish you a Merry 
Christmas. 

Your holidays may be further brightened 
by a reading of the NPN Christmas poem on 
page 13. 








Riding the Credit Boom 


New Ideas Are Coming Fast 





® Texaco will charge dealers for credit service 

® Atlantic is charging customers for late payment 
® More majors are centralizing retail accounting 
© Permanent credit cards are growing — 


CREDIT BUSINESS has been gathering speed 
like a runaway tank truck for the past five years. 
While some oil marketers have given little active 
encouragement, credit cards and credit sales have 
been swelling more than 20% each year. 

Now oil men are climbing into the driver’s seat. 
They’re coming up with new ways to ride the 
boom to their advantage, and the credit field is 
popping with whispers of new developments. 

Here’s what’s happening: 

e The Texas Co. is overhauling its entire 
credit system. Dealers will pay a fee for use of 
the new system (see page 96). Transmittal of 
invoices will be modernized. Retail accounts re- 
ceivable will be centralized. Plastic cards and im- 
printers will replace paper and pencil at stations. 

e Atlantic Refining Co.’s 1% monthly charge is 
a move to cut delinquencies, not make money. 
But the move could help cut credit loss figures. 

e Four more majors are turning to permanent 
credit cards. They hope to cut the cost of annual 
reissuing, without raising loss figures significantly. 


Newcomers in this field include Ohio Oil Co., 
Skelly Oil Co., Shell Oil Co. and Tidewater Oil 
Co. For many years, Gulf Oil Co. was the only 
major using a permanent card. Socony Mobil Oil 
Co. will also start using a longer-lived card next 
year—it’s for two years. 

e Centralized retail accounting offices are on 
the rise. One- and two-state marketers like Stand- 
ard Oil Co. (Ohio) and Speedway Petroleum 
Corp. have had central operations for some time. 
Now, most multistate marketers have them or are 
planning them soon. Besides Texaco, new converts 
to this idea include American Oil Co., Tidewater 
and Socony. There are some major marketers, 
however, who don’t like the idea. 


e The swing to plastic credit cards that began 
last year (NPN—Mar., p114) is almost complete. 
Latest companies to adopt plastic cards and im- 
printers are Texaco, Esso Standard Oil Co., So- 
cony and Continental Oil Co. Only a small hand- 
ful of majors still use paper cards or credit 
checkbooks. 


Growth Brings Problems With It 


Good or bad, growth is the most striking char- 
acteristic of the petroleum credit field. Most 
marketers welcome the growth in credit sales: they 
generally agree that credit buyers are more reg- 
ular and spend more. But some skeptics say, 
“We're just converting cash customers to credit.” 
Some credit managers also take a dim view of 
the increase because it’s harder to control. 

The recent DuPont consumer survey shows a 
50% rise in the number of credit card holders 
since 1952. Most oil companies sport even higher 
growth rates. Texaco reports a steady rise of 20% 
per year. Atlantic reports 22%; Shell 25%; Amoco 
27%. Tidewater’s western division reports a five- 
year growth record of 163% and Cities Service 
Oil Co. (Pa.) 200% in five years. Dollar volume 
has risen even faster than cards and accounts. 


Oil has piled up this credit gain while other 


sections of the economy have been forging far less 
spectacular records. Over-all credit buying in- 
creased from $27.4-billion in 1952 to $42.2-billion 
in 1957. But charge account buying—the closest 
equivalent to oil company credit systems—went 
down from $4-billion to $3.9-billion. 

Whatever the reasons (and no two marketers 
agree on them), zooming credit sales bring prob- 
lems that have to be solved. 

What Does Credit Cost?—Exactly how much 
it costs to run a credit system is one of the more 
elusive figures in oil marketing. There are several 
theories on how to figure it: 

Some companies figure costs on a per-gallon 
basis. Estimates run from less than 1¢ per gal. 
to more than 2¢ per gal. Most companies using 
this system fall between 1.25¢-2.6¢ per gal. 

Others calculate costs on a per-dollar-of-sales 


NATIONAL PETROLEUM NEWS * December, 1957 





basis. Estimates here run from 2.6¢ up to 4.5¢ per 
dollar. Still another method is cost-per-ticket. 
Estimates range between 11¢ and 12.5¢ per ticket. 


Some companies use several methods, and 
aren’t sure which is best. But no matter what 
method you use, say marketers, costs have been 
rising steadily since the end of World War II. 
Every credit man is on the lookout for ways to 
cut system costs without reducing efficiency. 

Labor, machine and material costs are going 
up. The new plastic cards, for instance, cost 3¢-6¢ 
apiece unembossed. When you add embossing, 
handling and postage, it may cost up to 12¢. 

The Loss Factor—Delinquencies and losses 
have been creeping slowly upward for the last 
ten years, marketers say. As one credit manager 
puts it, “Ten years ago, our loss figure was under 
0.25%. Today we’re struggling to keep it under 
0.5% and we're losing the fight.” 

Loss standards vary. Some companies charge 
more to loss ledgers than others. Some, for instance, 
may ignore occasional “wild accounts”—people 
who seemingly go crazy and chalk up thousands 
of dollars in charges in a short space of time with 
no intention of paying. Credit men say these are 
increasing. 

General industry figures spread from a low of 
0.101% toa high of “slightly under 1%.” One west- 
ern marketer reports losses at nearly 5%, but ad- 
mits his is an exceptional case. Most companies 
range from 0.25% to 0.35% net loss. 
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Special Report 


The Control Factor—With the trend toward 
longer-lived cards, good credit investigations are 
becoming an increasingly important factor in con- 
trol of losses and delinquencies. 

Most credit cards are issued only after applica- 
tion and investigation at the level of a local credit 
bureau. The chief exception: some companies 
issue cards on the recommendation of employes 
to a limited number of people. 

Credit checks are time-consuming; they take 
from one to two weeks to complete. And they’re 
expensive; they may cost from $1.50 to $7.50. But 
they’re also necessary. One company that recently 
tried issuing cards without careful investigation 
says collections were “horrible.” Others say the 
activity rate on such accounts is low. 

Oil companies usually approve 70-75% of credit 
applications. This figure seems to be remaining 
steady. Reasons for turndowns include poor pay- 
ment behavior and unstable job patterns. 

Some marketers have tried honoring “all major 
credit cards.” Most report bad collection results. 
Frontier Refining Co., for example, does 40% of 
its credit business on “foreign” credit cards. The 
company reports that 30-day delinquencies some- 
times rise as high as 65%. Over-all, the company 
has a 9% delinquency record. On the other hand, 
Jenney Mfg. Co., a New England marketer, is 
experimenting with the idea and reports no un- 
usual losses. 

(Continued on page 96) 





(Begins on Page 94) 


Will New Ideas Solve Credit's Big Problems? 


Credit is becoming an indispensable merchan- 
dising tool for oil men. In the past, promotion of 
credit by merchandising departments has been 
spotty. Many companies have encouraged dealers 
to push credit, but there’s been little consumer 
promotion—except on the West Coast, where it’s 
been common practice for years. 

Now more companies are stepping up the pro- 
motion pace, as competition for the consumer dol- 
lar grows keener. Skelly is pushing a light blue 
card for ladies. Richfield is sponsoring a credit 
card contest for dealers (prize: Hawaiian trips). 
Phillips is using a “go now—pay later” plan to 
attract tourist trade. Tidewater has a marketer 
in charge of special credit promotions. Various 
companies promote cards for selected groups, like 
stockholders, doctors and college professors, and 
push credit sales in direct mail and company 
publications. 

The challenge for marketers is to merchandise 
credit systems to competitive advantage and still 


keep system costs within reasonable limits. 

Should Dealers Pay?—The most striking part of 
Texaco’s new “Speed-Charge” service is the fee 
paid by the dealer to the company for use of the 
credit system. This idea was tried for several 
years by Cities Service Oil Co. (Del.) It was 
disbanded because of difficulty in collecting fees 
from dealers. 

Texaco’s move is stirring up a hornet’s nest of 
reaction in the industry. Several other companies, 
including Esso, are considering the idea. Develop- 
ments along this line may come within the next 
several months, as the first results of Texaco’s 
experience are made known. 

While there’s favorable reaction to the basic 
idea, some marketers are hesitant. One major 
company executive says the move is “badly timed.” 
He points out that dealers currently need more 
margin, not less. If this had been done some time 
ago, he says, it would have been much better. 


One credit manager says wishfully, “If I could 


How Texaco Will Overhaul Credit 





WHEN TEXACO’S new credit system swings into 
operation on January 1, the company will issue 
nearly 3.5-million plastic cards. Texaco’s $300- 
million annual credit volume makes it one of the 
biggest companies in the petroleum credit field. 

Here’s what the new system will feature: 

e A dealer service charge for use of the “Speed- 
Charge” set-up. Dealers will be charged 50¢ per 
$100 of credit sales for the first $1,000 each month; 
25¢ per $100 for the second $1,000; and 10¢ per 
$100 for all sales over that. 

Actual rate of payment will be a flat 50¢ per 
$100 on all credit sales. Tank wagon drivers will 
make regular pickups. At the end of the year, 
overpayments will be returned. The idea is to 
avoid confusion and error. 


e A centralized retail accounts receivable ac- 
counting system. The number of accounting 
offices will be reduced from 15 to 4. Accounting 
procedures will be completely mechanized. Dis- 
placement of accounting personnel will be held 
to a minimum, says Texaco. Credit control will 
still be the responsibility of division personnel. 

« Plastic credit cards and imprinters. Texaco 
will use the Addressograph-Multigraph imprinter 
and card system. The card will be the thinnest 
(.018 inches) and most flexible available. It will 
be good for one year. The expiration date will 
be stamped on its face. Texaco will buy its own 
embossing equipment to cut the cost of reissuing 


cards. Cards will be issued in 12 monthly cycles. 

The charge to dealers will cover only about 
25% of the cost of the credit system, says R. W. 
Weiler, general credit manager. But it will have 
this advantage: nearly 100% of Texaco stations 
will have the imprinters. Other companies using 
plastic card systems usually rent or sell imprinters 
to dealers. They report from 40% to 80% cov- 
erage. 

Texaco isn’t adopting the new system in hopes 
of saving money right away. The expense of con- 
version will be heavy, and the unit cost under 
the new system will be only slightly less than 
under the old. But the company can now handle 
an almost unlimited expansion of its credit busi- 
ness without drastically expanding either its ma- 
chine or space facilities. Eventually, this advan- 
tage may net the company a lower unit cost. 

There are no plans for immediate promotion 
of the system to non-card-holders. Texaco expects 
word-of-mouth advertising to give the system a 
healthy sendoff. By next spring, the company may 
be ready to try some new business promotion. 

In August, Texaco had 1.7-million accounts, 
1.1-million of them active. By the end of the 
year, the number of accounts should swell to more 
than 2-million. The company expects to maintain 
its 65% activity rate. Texaco’s annual credit growth 
rate is 20%. When the new system is introduced, 
that figure may go even higher. 
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make a flat charge of 1%, I could show a profit on 
the credit system itself.” 


Should Customers Pay?—Atlantic’s experiment 
in charging delinquent accounts is also raising 
interest. It’s a practice that’s widespread in other 
retail lines like department stores. 

One marketer says such a system would pay 
enough to erase all bad debt losses from his books. 
Atlantic stresses that its sole objective is to reduce 
delinquencies. The company has reduced 90-day 
delinquencies by 32% in the first three months of 
operation. 

Atlantic’s move involves a public relations risk. 
One marketer jibes, “Gee, what a wonderful way 
to lose customers.” Atlantic reports that announce- 
ment of the 1% charge aroused some customer 
antagonism, but adds there has been little criti- 
cism of the actual operation of the system. 


Permanent Cards—The move toward perma- 
nent cards breaks a long-standing oil prejudice 
against indefinite life. For many years, only Gulf 
used this system. A Gulf executive says his com- 
pany’s losses are only about 0.1% higher than the 
industry average. And savings over short-term re- 
issuing cancel out that loss, he adds. 

Other companies now using permanent cards 
expect no significant rise in losses. The permanent 
system has the added advantage, says a Shell 
executive, of allowing the company to make 
sweeping revisions in the credit system, if need 
be, at its own pace—something you can’t do when 
you’re bound to definite expiration dates. 

Marketers agree that the permanent card has 
a definite merchandising appeal. It gives the cus- 
tomer a secure feeling and binds him more closely 
to the company, they say. 


At least one West Coast major is disturbed by 


Special Report 





the trend, however. Longer-lived cards, says this 
company, mean looser credit controls. The com- 
pany fears that competition could force it to 
extend the life of its own cards, thereby loosening 
its system of tight credit control. 

Centralized Accounting—Ideally, say oil men, 
this is the most efficient, cheapest system. But 
only recently have machine developments made 
centralization a possibility for big marketers. 

Socony Mobil, for example, is reducing its retail 
accounting offices from 17 to 4. And next month 
the company will join Standard of California in 
using Scandex, an electronic device developed 
by Farrington Mfg. Co. (NPN—Mar., p114). 
Scandex “reads” and records printed numerals at 
the rate of 6,500 credit cards an hour. 

At least nine majors now have over 1-million 
credit cards, with activity rates varying from 50% 
to 85%. Volumes like these demand high-speed 
machine accounting and billing systems. New 
electronic scanners and coders are so expensive 
and have such huge capacity that only centralized 
operations can utilize them economically. 

With the trend toward centralized accounting, 
there’s a concurrent trend toward decentralized 
credit control. The same companies moving their 
big accounting machines into one or two central 
offices are reorganizing their approval groups at 
the division level to effect tighter local control 
of accounts. 

Many companies solicit the cooperation of 
dealers in picking up the credit cards of restricted 
accounts. Sometimes this results in huge lists of 
restricted accounts—which dealers find hard to 
check thoroughly. To avoid this, some companies 
are turning to Western Union and other agencies 
to make pick-ups of cards that have been revoked. 


What's the Shape of Things to Come? 


How long can the credit boom last? Nearly 
every marketer interviewed by NPN says there’s 
no end in sight—at least not in the near future. 
One executive says “the day will come when 
everybody will have a permanent card, and we'll 
all be on an equal footing. Then we can concen- 
trate on selling gasoline again.” 

But that day won’t come, say the experts, in 
the next five, or even ten years. Around the cor- 
ner are more of the same big increases that credit 
has seen in the last five years, and more dog- 
fights for the consumer credit dollar. 

As credit accounts continue to grow, mechani- 
zation of credit accounting will become a must, 
even for the so-called smaller marketers. Elec- 
tronic data processing and posting will invade 
more and more accounting offices. 

And with increasing mechanization, there will 
be an even greater need for sound management 
of credit systems. Says J. A. Walker, general 
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credit manager of Standard Oil Co. of California: 
“Mechanization, as we well know, is no substitute 
for management.” Cost controls and merchandising 
methods will share top billing in credit systems 
in the future. 

Merchandising will include not only promotion 
of credit cards to new accounts, but revival of 
inactive accounts. Many companies are improving 
credit “follow-up systems” to raise the activity rate. 

Percentage of business done on credit cards 
ranges from a low of 18% of total gasoline and 
oil sales by an East Coast major to a reported 
high of 65% by a Southwest major, and the pre- 
vailing figure of 50% by most companies on the 
West Coast. DuPont’s consumer survey indicates 
that 59% of all drivers are “favorably disposed” 
toward credit cards. Look for new drives by oil 
companies—particularly those in the East and 
Midwest—to narrow the gap between those that 
have cards and those that don’t. * 





How Billups Packs ‘Em In 


@ Showy and colorful 

e Sharp merchandisers 

e Fast-moving 

e Mysterious 

e Big—and getting bigger 
That's Billups, largest independent 
in Dixie and a potential nationwide 


marketer. Here’s an inside look at 
Billups’ eye-opening methods... 


PEOPLE CLOSE TO the Billups operation call it 
“fantastic”. They’re talking about the Billups trick 
of mixing showmanship with sales, buying big at 
low prices, and selling the same way. 

On top of an annual gasoline volume of about 
180-million gal., Billups ranks among the nation’s 
biggest single tire and seat-cover accounts; buys 
carloads of “impulse items” like moccasins and 
teddy bears; carries about 500 other items from 
lawn furniture to screwdrivers; and keeps a former 
governor of Louisiana on a retainer to represent 
Billups at civic and social affairs. 

For 31 years the Billups show has packed ’em 
into Dixie driveways. Now it’s expanding: for the 
last five years, the Billups outstretched-hand trade- 
mark (“Your Friend”) has been creeping up the 
East Coast and pushing into the Midwest. The 
company now has over 300 stations in 13 states, 
and intends to be in California by 1960. 
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The head man in this $60-million-plus carnival 
is a solidly constructed Southerner in his late 
forties named W. L.—‘‘Buddie”—Billups (cover). 
The only active member of a brother trio that 
started the company in 1926, Billups has been in 
oil marketing since he was 16. “It’s all he knows,” 
says a friend. “He eats, sleeps and talks business 
24 hours a day, seven days a week.” As if to prove 
it, there’s a telephone in his private bathroom at 
Billups’ Hammond, La., headquarters. 

Like any good carnival pitchman, Billups has 
a bulging bag of tricks. His ace in the hole is 
the novelty item—the hot little sales stimulator 
that brings a customer into the station and sets him 
up for a more substantial sale. Add plenty of 
hoopla, stir well, and you’ve got the Billups recipe 
for spectacular selling. 

As Billups moves into new areas, here’s what 
established competition can expect to see: 


@ Stations—They’'ll be big (minimum: 200 ft. 


wide, 150 ft. deep), bright, red-and-white outlets. 


By MARVIN REID 
Southwest Editor 
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Merchandising 


One dazzling feature: a huge mirror mounted at 
an angle above long racks of merchandise, making 
it look as if the goods are stacked roof-high 
(picture). 

Pennants and balloons will be everywhere; so 
will the name Billups, from enormous neon signs 
to poles and pumps. Stations will be multipumps 
that operate 24 hours a day, have 12,000-20,000- 
gal. underground storage, and cost an average of 
$40,000 without land. Driveways are broad and 
inviting: “They are easy as hell te get into but 
hard to get out of, especially when traffic is lined 
up bumper-to-bumper,” says a major rep. 

Present stations average upwards of 50,000 gal. 
a month. One in New Orleans has hit 150,000, and 
a new one in Dover, Del., is reportedly doing 
100,000. 


e Gasoline—Most stations will sell three 
grades: a minimum 97-octane premium (“Billups 
Premium”); an 89-octane regular (“Billups Su- 
preme”), and a second-grade regular (“Billups”) 
that varies in octane quality. The first two will 
usually be priced within 2¢ of the majors— except 
on openings. Then they'll be 4¢-6¢ under. The 
second-grade regular is for the really price-consci- 
ous buyer and its price will depend on how cheap 
Billups can buy it. 

e TBA—Though gasoline runs 75%-80% of 
gross, TBA is just as important in the Billups 
book. Tire volume is estimated at over $3.8-million, 
batteries at over $800,000, accessories (including 
novelties) at over $1.2-million. 


Billups expects to move over 200,000 tires and 
50,000 batteries in 1958. They'll be priced to 
meet all competition, from big chains on down. 
Rayon tires are tagged at about $18 each, nylon 
tires at about $24. A six-volt battery is $16. At 
individual stations, TBA ratio averages $50 or 
$60 per 1,000 gal. gasoline, but top outlets hit 
figures like $140, $189, $205. 

Tires are made by U.S. Rubber from Billups 
molds; batteries are made by Globe-Union and re- 
branded. Billups has its own recapping and vul- 
canizing plant in Hammond. 

@ Seat Covers—tTires, batteries and seat covers 
make up Billups’ non-gasoline ‘Big Three’. The 
company buys seat covers made of “quality ma- 
terial” from Banner Mig. Co., Brooklyn. It prices 
them low ($14.95 for “Saran Plastic”) and installs 
them free (except on special sales). 

e@ Motor Oils—‘“If a Billups dealer finds you 
don’t need oil,” says an admiring competitor, “He'll 
sell you a can to put in your trunk for an emer- 
gency.” Billups buys oils from canning plants 
around the country, resells it under two brands: 
“Your Friend” and “Billups”. Both are usually 
priced at least 10¢ qt. under major brands. Both 
are available in one-quart to five-gallon cans. 

Average motor oil ratio is 1.25 (the national 
average is 1.15). That’s a quart for every 20 gal. 

(Continued on page 100) 





Merchandising 





‘(When the Billups boys started in business, they claimed to sell anything from 
alfalfa to zithers. They don’t sell either now, but they’ve added practically 


everything else .. .” 


(Begins on page 98) 

gasoline. Hardly any stations do lube work, but 
most do quick oil change. Other service work is 
limited to tire repair and changing and battery 
charging. 

e@ Novelties—When the Billups boys started in 
business, they claimed to sell anything from 
alfalfa to zithers. They don’t sell either now, 
but they’ve added practically everything else. 

Novelty items are primarily a come-on, so Billups 
tries to keep some currently “hot” piece of mer- 
chandise on sale at all times. At one point it was 
goonybirds: Billups sold several million at 29¢ 
each. And when Elvis Presley was rocking to the 
top of the hit parade with Teddy Bear, Billups 
was buying three-foot teddy bears by the carload 
and selling them fast at $9 apiece. 

“Teenagers and truckdrivers go for them,” says 
a major-company merchandiser. “A_truckdriver 
will see one of those bears in the window and de- 
cide to buy one for his babe.” 


Behind the “hot” items are some 500 staples. 


These include auto accessories, toys, plastic house- 
hold wares, charcoal, dishpans, small tools like 
handsaws, screwdrivers and bits. Even shrubbery 
proved to be saleable, but most stations dropped 
it: it calls for know-how, and it’s seasonal. 


Toys—ranging from 10¢ plastic items to $10 
wagons—are big sellers, especially around Christ- 
mas and Easter. There are about 40 different 
varieties. The company buys carload lots of dolls, 
wagons and gasoline trucks (Billups, of course). 
It’s trying to get away from small, breakable toys. 


“We'll try whatever we think will sell,” sums 
up a Billups official. The Big Moccasin Boom is 
a good example. A Billups man traveling in Texas 
started it when some white, pink and blue beaded 
moccasins caught his eye. He sent a gross back to 
headquarters on speculation; for a little over a 
dollar, they sold like hotcakes. The company sent 
a truck to Texas to pick up a full load, which sold 
just as fast. So Billups bought the factory’s entire 
output for several months and reportedly sold up- 
wards of 10,000 pairs of moccasins. 


Merchandising: Stimulation Leads to Sales 


“We believe a customer responds to five things,” 
says Buddie Billups: “Service, competitive pricing, 
product quality, spectacular display, and recognized 
value.” 

Billups has a fairly general cross-section of 
trade, says a major-company official (“Mostly low- 
income brackets—like teenagers, Negroes and 
truckdrivers.”). To get them in, Billups relies on 
flashy stations and spectacular displays. One station 
has a public address system for directing traffic on 
the driveways. Even when it blares out, customers 
don’t seem to mind. 


“That would irritate a lot of our customers,” the 
major Official comments. “But Billups customers 
follow instructions and seem to like it.” 


Billups pulls out all the stops to pull in cars. 
On football Saturdays in New Orleans, for exam- 
ple, attendants doff their regular uniforms (red 
cap, white shirt, red pants) and don the uniforms 
of that day’s gridiron opponents. When they’re not 
serving customers, they stand near the edge of the 
lot, waving at passing motorists to attract attention. 

The Inside Sale—Capital investment in displays, 
buildings and merchandising materials for behind- 
the-pump items is quite heavy in relation to these 
items’ share of gross sales. Billups thinks it’s justi- 
fied because a “buying habit” is created. Novelty 
items draw plenty of customers into the salesroom 
and stimulate even bigger sales. 


Once customers are in, selling is up to hard- 
hitting retail employes. Trading stamps and premi- 
ums are no longer used, in general; Billups found 
them “unwieldy and impractical.” 

Openings—Here Billups really puts on its carni- 
val. For a week in advance, all media are used to 
let you know what’s coming. On opening day the 
station is dressed up with pennants, balloons and 
advertisements, and the show is on. There are free 
rides and snow-cones for kids, with plenty of clowns 
and color thrown in. A set of tires, or smaller items, 
may be put up for grabs. And then there’s price. 

Billups stations usually drop at least 4¢ gal. 
under the majors when they open (ordinarily it’s 
on a weekend). Sometimes prices don’t go up fast 
enough after the opening, competitors say, and 
sometimes rival dealers just don’t like to see a 
Billups station open. Between the two, Billups has 
received a lot of credit for starting price wars. 

The company spends from $1,500 to $2,500 on 
every opening, but the payoff is big. One station 
did 63,000 gal. in a 36-hour opening period. The 
average is lower than that, but impressive. 

Incentives—Almost all sales figure in the Billups 
retail man’s paycheck because he gets a commission 
on everything except gasoline and kerosine. At- 
tendants and managers are trained to hustle, hustle, 
hustle. If they don’t, earnings are slim. Few Billups 
stations have doors and none have heaters or 
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Billups stations are jammed at openings. Price is a big attraction, but competitors admit service is good 


chairs: “I don’t want them closing the doors and 
going to sleep,” says Buddie Billups bluntly. 

To add more speed on driveways, cash registers 
are placed between pumps. While a car is being 
serviced, its driver is sounded out on seat cover, 
tire and accessory needs. If traffic slows down, out 
come hoses and brooms. Cleanliness is a con- 
tinuous process. 

Advertising—Billups does a lot. It uses spot 
radio and TV, newspapers, circulars and station 
billboards. Each station has a weekend special at 
least every six weeks, and these get heavy promo- 


tion. To cut costs, Billups has its own photographic 
and engraving departments at Hammond, where 
it puts out signs, handbills, promotion flyers and 
point-of-sale material. 


The company also sponsors a 15-minute, five- 
day-a-week hillbilly program put on by former 
Louisiana governor Jimmie Davis; football games 
are occasionally sponsored, too. Davis is retained 
to visit civic and social affairs, and Billups 
furnishes company-owned sound trucks free to civic 
and religious groups in its area—when the trucks 
aren’t touting a station opening. 


Organization: It Makes Billups Tick 


Behind the Billups razzmatazz is a closely-knit 
efficient organization. 

Chain of Command—President Billups runs the 
show. He makes the big decisions on where to buy 
locations or supplies and where to expand. His 
right-hand man and assistant, W. W. Wasson, helps 
him keep tabs on his far-flung operations. 

Billups has four divisional headquarters with 
warehousing and storage facilities: Greenwood, 
Miss., Jacksonville and Orlando, Fla., and Bryan, 
Tex. Divisional managers rank as vice presidents. 
They meet quarterly to help plan and make policy, 
along with Billups, Wasson, Guy C. Billups, Jr. 
(in charge of advertising and merchandising) and 
R. F. Palmer (head purchasing agent). Division 
men also make decisions on meeting price competi- 
tion or remodeling stations, and anything else in 
the normal operating line. 


A number of station supervisors report to the 
division managers. They’re responsible for up to 
10 stations each; it’s their job to keep them staffed 
and see that Billups merchandising policies are 
carried out. They hire and fire all station help, 
leaving station managers free to sell. 
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Each station has two managers and two groups 
of attendants—day and night. Competitors esti- 
mate that top managers can make over $450 a 
month including commissions, and that attendants 
are paid about $45 a week before commissions. 

Promotion From Within—If the incentive of 
commissions plus extra bonuses and prizes (from 
free trips to diamond rings) doesn’t keep Billups 
men hopping, the prospect of moving up the Billups 
ladder usually does. With a few exceptions, all 
the company’s executives came up through the 
ranks. 


Buddie Billups started out on a driveway him- 
self, and thinks those who work for him should 
too. Men are transferred freely, at company ex- 
pense. All station managers start as attendants, 
and all supervisors have been managers. 

When Billups hires an attendant, it tries to get 
a man it can promote. Says Buddie Billups, “We 
try to get men with a fair education, high school 
preferably, because they have to be good with 
figures in making TBA and other merchandise 
sales. We want men who have a nice appearance 

(Continued on page 102) 





Merchandising 





(Begins on page 98) 
and have a reputation for being responsible.” 

In recruiting, supervisors depend mainly on ap- 
plicants. They seldom advertise for help. Men 
under 45 without station experience are best, Bill- 
ups feels; they don’t have anything to unlearn. 

Buying Philosophy—‘I think one of the biggest 
reasons for our success has been the fact we’ve 
always handled high-grade products,” says Buddie 
Billups. “But we are more particular now than 
ever.” 

Competitors haven’t always agreed with Billups’ 
' quality claims, but today the company buys its 
gasoline according to strict specification. Says one 
refiner, “You won’t sell Billups if you can’t make 
minimum 97 and 89 octane, except for his second 
grade of regular.” 

You also have to whittle price to sell Billups. 
“Buddie is a when he’s making a deal,” 
says one supplier. “Because he buys big, he thinks 
he ought to get a better price than anybody else. 


Maybe he’s right. One thing for sure, if you want 
his business you'll usually have to cut your price 
to get it. But once he makes a deal, he won’t cut 
out on you. And you'll never have to worry about 
him paying, either.” 

Billups also considers hauling distance when 
it buys: stations must be within 150 miles of a 
supply source. The company does 80% of its own 
hauling with a fleet of about 100 transports. All 
deliveries are made direct to stations. 


In the South and Southwest, Billups is supplied 
chiefly by independent refiners. Bay Petroleum has 
long been a principal source, say competitors. At 
various times Billups buys from majors. 


TBA shipments are delivered to the company’s 
huge (40,000 sq. ft.) warehouse in Hammond. 
After a “normal” markup, merchandise is shipped 
to divisional warehouses or direct to stations. Al- 
most everything is rebranded with the company 
name—including “Billups” cigarettes, which are 
priced cheaper than name brands. 


Direction: How Billups Got Where It Is 


Billups started small and wound up big. Now 
it plans to grow even bigger. 

Beginnings—R. A. Billups founded the com- 
pany in 1926 with a two-pump, 24-hour station in 
Carrollton, Miss. He was soon joined by his 
brothers, Guy C. and Buddie. They couldn’t get a 
branded franchise so they sold gasoline under their 
own name, advertising “We sell for less” and giving 
no credit (Billups still doesn’t, except to some 
commercial customers). They worked 24 hours a 
day to make the station pay and started handling 
non-oil items because customers asked for them. 

The carnival atmosphere was there from the 
beginning. Growth was fast, but the brothers re- 
stricted it to Mississippi and Louisiana for several 
years. Only in the last few years has the company 
expanded rapidly. (It’s now in Mississippi, Louisi- 
ana, Florida, Texas, Missouri, Tennessee, Alabama, 
Georgia, North and South Carolina, Virginia, Mary- 
land and Delaware. The first four are Billups’ 
strongest areas.) 

In 1953 Billups bought Spar Oil Co., a Florida 
distributor with about 45 stations. The number 
has since grown to 65; they sell the Spar brand. 


The Hammond headquarters is the nerve center 
of the Billups operation. It includes office and 
warehouse, a maintenance department that repairs 
everything from pumps to cash registers, the photo- 
graphic and engraving department, the tire recap- 
ping plant, a nursery and a paint department. Bill- 
ups also owns and operates a river terminal in 
Vicksburg, Miss. 

Expansion—“Buddie is a very proud man, and 
he wants to be the biggest of the independents,” 
says a friend. “Any time he can do something to 
get ahead of Phil Siteman of Site Oil, he’s going 
to do it. There’s quite a bit of friendly rivalry.” 


Like Siteman (NPN—Appril, p100), Billups has 
his eye on coast-to-coast representation. At present, 
the main drive is to “saturate’”’ East Texas (Browns- 
ville is now the point of furthest western advance) 
and to continue northward along the eastern sea- 
board (11 new units are planned in the Virginia- 
Maryland-Delware region). The target for a couple 
of years hence is California. 

No matter where it goes, Billups requires a mini- 
mum gallonage potential of at least 20,000, and 
expects the station to do more than that. Many 
new stations are outstripping this figure easily. One 
in Sarasota, for example, is said to be doing 90,000. 

Man in Charge—Both R. A. and Guy are still 
part owners of Billups, but only Buddie is active 
now. Between them, they own the whole business. 
Buddie says he keeps his brothers “abreast of busi- 
ness and frequently consults with them.” 


He doesn’t talk much about his company. Says 
an associate, “Buddie is a good guy to do business 
with, but he’s never going to tell you any more about 
his operations than he has to.” 

Billups makes up for his quiet business demeanor 
by dressing loudly (flashy sport shirts, yellow suits) 
and conducting a colorful office operation. At 
Hammond, a red carpet is actually rolled out for 
distinguished visitors as they step from U.S. 51 to 
the office. The reception room has mirrors to make 
it look bigger. 


Billups describes his company as one big happy 
family, and enjoys pointing out that many of his 
hundreds of wholesale employes name their children 
after him. He has a quality of inborn confidence: 
“We are all just country boys,” he once said of 
himself and his brothers, “and we can all go back 
to our Mississippi plantation if competition in the 
oil business gets too rough.” * 
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Standard (Calif.) 
Tests Out Stamps 


STANDARD OIL CO. of California, 
a longtime campaigner against trading 
stamps, has introduced them at 92 
company-owned outlets in San Fran- 
cisco’s East Bay area. Standard says 
it’s “purely a defensive move.” 

This is the second big trial of stamps 
at Standard’s company stations—a 
test was started at Salt Lake City last 
summer. Both areas are said to be 
unusually stamp-conscious. 

Standard Explains—“All major 
dealers have been distributing stamps 
in East Bay,” says a Standard official. 
“Our salaried stations were caught in 
the middle.” The company hasn’t de- 
cided how long the test will last, he 
says, or whether stamps will be intro- 
duced in other areas. 

Standard’s stamp is the Blue Chip, 
distributed by a mutual non-profit 
merchants’ group. Its main strength is 
in the supermarket field, but it also 
has good representation in stations. 
It’s cheaper than most stamps in the 
area: $11.50 (against $15) per 5,000. 
One stamp will be issued for each 10¢ 
of purchase price, or a cost to Stan- 
dard of about 2.3c per sales dollar. 
Many Chevron (non-salary) stations 
already offer Blue Chip stamps. 

Competitors Comment—Most West 
Coast marketers agree that Standard 
was “forced” into stamps in the Bay 
Area, but several see more in it than 
that. Some interpretations: 

e “Standard is trying to break the 
hold of exclusively franchised stamps 
in the service station field.” 

e “They’re trying to kill the effec- 
tiveness of S&H Green Stamps, oper- 
ating on the theory that the only way 
to keep dealers from using stamps as 
competitive weapons is to make sure 
all are armed with them.” 

e “They’re flexing their muscles 
to warn that they can do this on a 
large scale. If they do, it will weaken 
every other marketer here.” 

e “Whatever the idea is, it won't 
have much effect. Stamps are here to 
stay.” 

Standard Replies—The company in- 
sists it isn’t taking potshots at Green 
Stamps. Says an executive, “We chose 
Blue Chip in the East Bay and Gold 
Strike in Salt Lake City because 
they’re sold predominantly to food 
chains. We’ve been told the average 
customer buys $6 of food and staples 
for every $1 of gasoline, and we think 
customers are likely to prefer the 
stamp they get where they make most 
of their purchases.” 


o- 
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AERIAL OFFENSE: Jobber Monte Blakely’s new helicopter hoists Phoenix 
Suns’ quarterback aloft. He threw a basketful of footballs to players on the ground 


Sky's the Limit for Blakely 


PROMOTIONAL FIREWORKS are 
old stuff to Monte Blakely, Arizona’s 
private brand impresario (NPN—June 
*55, p106; April °56, p130). 

Rockets, for instance, have long 
been a Blakely Oil Co. symbol. But 
now Blakely is really shooting the 
moon—with a four-place helicopter. 
It’s good for more promotional stunts 
than you can shake a rotor at. 

Blakely’s Bell “Ranger” is the same 
type President Eisenhower uses (fly- 
away factory cost: $63,750, ex about 
$4,650 worth of accessories). It’s 
rigged with exterior floodlights to 
illuminate the name Blakely blazoned 
on its side. 

Blakely has put the copter at the 
disposal of all civic publicity drives 
and charity events. In its first 40 days 
under Blakely ownership, it was flown 
over 100 hours on a variety of mis- 
sions. Some typical ones: 

e Delivering United Fund material 
to a downtown Phoenix rooftop, 
where it was distributed to waiting 
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division leaders and campaign aides. 

e Carrying the mayor of Phoenix 
aloft to make a traffic survey. 

e Delivering officials to a football 
game—and “helping” the players work 
out (picture). 

e Taking Miss Arizona to Phoenix 
for a civic promotion. 

e Carting businessmen around 
(J. C. Penney at Tucson, oil company 
execs at a Phoenix convention). 

e Flying a school district super- 
visor over grammar schools, dropping 
leaflets announcing a barbecue. 

e Taking the Blakelys on desert 
picnics or to visit relatives in Tucson. 
(On cross-country trips, the copter is 
flown low and alongside highways, for 
advertising purposes.) 

Sky-minded Blakely even has the 
Russian Sputnik I going for him. He’s 
running a contest to guess what time 
the satellite crashes back to earth (if 
it does). The winner’s prize: a trip to 
the Phoenix area in the Blakely 
helicopter. . 
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Brief But Significant 


About API's new jobber survey . . . tax rulings 


that may affect you . 


@ The American Petroleum Institute 
has appropriated $20,000 for a sur- 
vey of jobber operations to be con- 
ducted by Standard Research Asso- 
ciations. A booklet prepared from the 
statistical data will be distributed to 
lending institutions to acquaint them 
with the jobber segment. 


SIGNIFICANCE: Jobbers may have an 
easier time getting loans if bankers 
know more about them, say propo- 
nents. 


@ Anti-trading-stamp legislation is 
being considered by the California 
state legislature. One measure would 
outlaw all stamps and other premiums. 
A second would force stamp com- 
panies to pay a prohibitive tax. A sub- 
committee report is due out in the 
spring. 


SIGNIFICANCE: Restrictive action in 
California would strike one of the most 
stamp-conscious areas in the nation. 


@ The Internal Revenue Service has 
ruled that the federal transportation 
tax doesn’t apply to commissions paid 
to jobbers for the sale and distribu- 
tion of petroleum products. 


SIGNIFICANCE: IRS says deliveries are 
only incidental to the business of sell- 
ing, so jobbers “aren’t engaged in trans- 
porting property for hire.” 


@ Injury frequency rate in the oil and 
gas industry in 1956 was the lowest 
recorded since Bureau of Mines first 
began collecting statistics on the in- 
dustry. Frequency rate was 8% lower 
than in 1955. 


SIGNIFICANCE: Industry safety pro- 
grams seem to be bearing fruit. 


@ The National Oil Jobbers Council 
added a new state association to 
its rolls at last month’s meeting. The 
total of member associations is now 
29, with the addition of California. 


SIGNIFICANCE: Only five associations 
—Louisiana, New Mexico, Kansas, 
Maine and Ohio—remain outside the 
NOIJC fold, 
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. dealer turnover facts 


@ Gulf Oil Corp. is offering a “book- 
less bookkeeping system” to its heating 
oil distributors. A three-part meter 
ticket provides customers with a built- 
in pre-addressed remittance envelope. 


SIGNIFICANCE: Gulf says the system 
cuts paper work, eliminates monthly 
-Statements and offers tighter credit 
control, 


@ The American Petroleum Industries 
Committee and the Oil Information 
Committee will be fused into a single 
API “Public Affairs Committee” at 
the earliest possible date. 


SIGNIFICANCE: API officials believe a 
single committee will mean more effec- 
tive public and legislative relations. 
There’s been widespread dissatisfaction 
with the results of oil’s public relations 
program. 


@ The National LP-Gas Council re- 
ports that electric appliances in large 
numbers are replacing LP-gas appli- 
ances in the important rural and farm 
market. 


SIGNIFICANCE: An all-out appliance 
sales battle may be shaping up between 
the two fuels. The council has alerted 
its members to be ready. 


@ D-X Sunray Oil Co. recently 
launched eight new service stations in 
one grand opening in Memphis, Tenn. 
In addition, D-X has signed up new 
jobbers in western and central Ten- 
nessee, and in northern Mississippi. 


SIGNIFICANCE: The D-X mid-south in- 
vasion is now underway. More stations 
are planned for the Memphis area in 
the near future. 


@ The Internal Revenue Service has 
ruled that gasoline lost in a casualty 
cannot be regarded as consumed or 
used for non-highway purposes. 
Hence, the federal one-cent-per-gallon 
refund authorized for non-highway 
use of gasoline is not permissible here. 


SIGNIFICANCE: The ruling is a blow to 
marketers who have fought for tax 
refunds on gasoline lost in fires, floods, 
or other natural disasters, 


@ Quarterly reports on dealer turn- 
over are being planned by the Ameri- 
can Petroleum Institute. Only supplier 
lessees will be included. Figures will 
be broken down by gallonage, length 
of service, type of station. Suppliers 
are being asked to furnish the data, 
according to API specifications. A 
private research firm will compile the 
figures. 


SIGNIFICANCE: The 
e the 
ever compiled on dealer turm 
over—-a much-debated subject. 


@ The Pentagon is expanding its set- 
aside program for small business. 
Previously, small business was given 
a special shot only at jet fuel awards. 
Now the Military Petroleum Purchas- 
ing Agency is moving to include fuel 
oil in the program. 


SIGNIFICANCE: National Oil Jobbers 
Council is expected to press for jobber 
participation. As of now, jobbers sup- 
plied by major oil companies do not 
qualify as “small business.” 


@ Several grease manufacturers are 
experimenting with new 120-lb. fiber 
containers. Also under scrutiny: plas- 
tic film laminates and 50-lb. resin film 
bags packed in corrugated cartons. 
Manufacturers say that fiber contain- 
ers save as much as 1¢ per Ib. in pro- 
duction costs. 


SIGNIFICANCE: Rising steel prices are 
behind the move. High steel costs also 
influenced Esso’s recent move to alu- 
minum motor oil cans. 


@ Oil Heat Institute of America is 
opening a news bureau office in Balti- 
more. Its function will be to place 
more oil heat stories in shelter maga- 
zines, consumer bulletins and news- 
papers. 


SIGNIFICANCE: OHI is charting an ag- 
gressive course to try to offset some 
of the publicity given to natural gas. 





Junk tank wagon prices 
in depressed areas? 
That's one suggestion by Dwight 
Colley, Atlantic's marketing vice 
president. He gives you his 

reasons on page 1/09 
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COL. COLLEY THINKS his new pricing concept 
would bring less retail chaos. . .lower dealer turn- 
over. . .a better way for branded sellers to meet 
private brand competition. . .bigger drops at sta- 
tions. 

Atlantic’s marketing V. P. believes dealers gen- 
erally would accept his plan. Most of his dealers 
in Rhode Island and Philadelphia are on it now. 

“In effect,” says Colley, “we are reversing the 
old tank wagon approach. It used to be that you 
started with a price you felt should be your net- 
back. Then you added something at rack, some- 
thing at tank wagon, and then the dealer’s mar- 
gin. We are starting with a commission for the 
dealer and distributor, and subtracting that from 
the posted price. 

Colley stresses that he’s not asking other sup- 
pliers to adopt his new plan. But as vice president 
of American Petroleum Institute’s marketing di- 
vision, he is asking them to concentrate on find- 
ing some method of stabilizing dealer and distri- 
butor earnings. 

Here’s the Problem—‘“Our gasoline marketing 
structure is faced with disintegration,” Colley says. 
“Already, price wars have driven too many small 
businessmen to the wall. The integrity of our 
brands has been cheapened. . .and as an industry, 
we seem to be running downhill following the 
weakest leadership.” 


What’s behind all this? Colley traces it to the 
“tremendous growth” of stations over the last 10 
years, and the influx of inexperienced operators 
who “were not prepared for the long hours and 
hard work.” These operators sacrificed service for 
price appeal, Colley says, and the industry fol- 
lowed them down—thus losing “the basis of com- 
petition that had made us strong.” 


“When you price your brand to meet the poor- 
est merchant in the community,” Colley concludes, 
“you are telling the world. . .that your product 
and service are no better than his.” 

What’s the Answer?—Retail responsibility is the 
key, Colley believes. For dealers, that means 
raising sights—restoring service, giving full value 
and charging for it, trying to beat the best oper- 
ation in town instead of the sloppiest. It means 
the same thing for jobbers. But in the final anal- 
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Let's Get Rid of Tank Wagon 


Prices in Price War Areas 


That's a proposal by Atlantic's D.T. Colley. One answer, he thinks, 
is a percentage commission setup for dealers and jobbers 


ysis, says Colley, “the primary supplier must take 
the leadership if the problem is to be solved. . .It 
is time now for some real business leadership and 
some real courage, too.” 

Selectivity should be the supplier’s watchword 
in choosing and appraising stations and in recruit- 
ing and training dealers, says Colley. And it’s just 
as important, he feels, that “our pricing system 
have a closer identity with the retail situation. . . 
We can no longer simply sell at wholesale price 
and hope to heaven it comes out all right on the 
distributor and dealer level. 

How Colley’s Plan Works—Under the new At- 
lantic plan for price war aid, the company retains 
ownership of gasoline and prices it. Dealers get 
a fixed-percentage commission that varies by 
areas, depending on competitive factors and brand 
acceptance. Distributors would get a negotiated 
percentage (none are using the plan yet). 

“When there is a small spread between the cost 
of product and the retail price,” says Colley, 
“the supplier just cannot afford to lower his tank 
wagon price indefinitely in order to permit deal- 
ers and jobbers to maintain their traditional 
spread.” 

Here’s what Colley says the plan will do: 

e Reduce chaos. “It puts the business more in 
the open. It’s not a hit-or-miss measure that gives 
no return to anybody. With a voluntary spread 
you have po more assurance than you did that 
allowances won’t lead to runaway price cutting.” 

e Cut turnover. “If the plan is used generally 
in price-war areas, the big companies will be 
fighting—not just the kids at the pump island.” 

e Combat market-raiders. “When a private 
brander sees that a major will follow him immedi- 
ately when he begins real price-cutting, it will 
slow him down. That, in turn, will steady a mar- 
ket.” 

e Enlarge drops. (“Against this advantage is 
the fact that it creates more paperwork, and you 
have to survey the market more carefully.”) 

“Tt is true that this plan appears to reduce the 
independence of the dealer,” Colley says. “But 
actually you are attempting to restore conditions 
under which the dealer can continue to exist as 
an independent businessman.” ® 





General 


Dealer Profits: Going Down 


That's the upshot of a new Dun & Bradstreet survey. D&B says the 
average dealer now does 17,000 gal. a month, makes $6,606 a year 


TODAY’S DEALER is making more gross profit 
than he did in 1951, but his net is lower. Dun & 
Bradstreet reports his net profit is 1.1% before 
taxes—against 1.9% in 1951. 


D&B’s first survey since 1951 is based on studies 
of 516 dealers throughout the country. Some sur- 
vey highlights: 

e@ The typical station has four pumps, stays 
open 14 hours a day, sold 203,000 gal. gasoline 
in 1956, and transacted sales of $89,265—an in- 
crease of $27,000 over 1951. 

e@ The average dealer earned $6,606 in salary 
plus net profit in 1956, had a margin of 18.9.0 
on gasoline and 34% on other items. Total ex- 
pense was 22.1% of net sales. 

@ Owner-operators have the lowest expenses 
and the biggest profits. Their 2.8% occupancy 
expense contrasts with 4.3% for dealers who lease 
from jobbers or majors and 3.7% for dealers who 
lease from others. Owner-operators’ margin on 
non-gasoline products was 36.6% against 35.8% 
and 30.1% (although gasoline margin was 18.4% 
against 19% and 19.4%). Their net profit before 
taxes was 1.5% against 1% and 1.2%. Says D&B: 


Operating Ratios: Average Dealers 


1956 1951 
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Typical Net Sales per Concern.. $89,265 


771.4 
22.6 
6.2 
7.5 
4.0 
0.3 


Supplies, Uniforms... 
Depreciation, Equipm’t 
All Other Expense... 


Net Profit Before Income Taxes . 


Net Profit on Net Worth (%)... 
ee 
re re ee vere 


$62,950 
100.0% 


“The advantage of higher average gross margins 
obtained by lessees of oil company stations was 
lost through greater total expense. . .” 


e@ Unprofitable operations were lowest among 
dealers in business only two years (24.6% un- 
profitable) and highest among dealers in the nine- 
year group (50%). About 34% of all dealers 
surveyed had a net loss in 1956 after owners’ 
salaries were drawn. These dealers drew more than 
the $87-a-week average their businesses could 
afford. On the other end, 18% of dealers averaged 
$223 a week in salaries plus net profits. 


e@ Geographically, Midwest dealers have better- 
than-average margins, keep expenses down and 
earn the most money. Far West dealers pay lowest 
occupancy costs but have high total expenses, leav- 
ing the lowest net profit (0.4%) of any area. 

Evaluation—What do the figures mean? “For 
the average dealer, they’re probably true,” says 
a major official. “But there’s still a lot of room 
for a reasonably good businessman with a little 
capital to make a real good income.” 


Full results of the D&B survey will appear in 
NPN’s FACTBOOK to be published in mid-May. 


Grouped by Sales Volume 


-————-—Net Sales Volume in 1956-——-———— 
Under $50,000 to to $125,000 
74 130 184 1%) 6as 
$40,520 $62,290 $97,095 $162,490 _ 
100.0% 100.0% 100.0% 100.0% — 
77.6 : 76.7 76.3 
22.4 . 23.3 
9.5 ‘ 5.9 
4.9 i 8.4 
4.2 4.0 
0.4 0.5 
0.0 0.0 
0.6 0. ico Be 
d i ye ais 21 
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au that mov ntain Ttows 


Dateline: October 3, Gatlinburg, Ten- 
nessee . . . brilliant display signs, in 
bold relief against the black sky, 
beckoned to an empty street. Not a 
guest remained at the 1957 Plasti-Line 
Sign Clinic. Yet still the display street 
blazed and shimmered . . . in witness 
to the illuminating ideas shared . . . 
the fresh, sharp approaches gleaned 
from informative marketing talks and 
forums . . . the friendships begun or 


renewed, at this Seventh Annual 
Plasti-Line Sign Clinic. 


Because You Were There . . . because 
your ideas sparked our own thoughts 
. . . We gained a new insight into your 
needs. The Sign Clinic put a new light 
on ways to use outdoor illuminated 
signs for a greater-than-ever sales job. 
Next year brings an even greater 
Plasti-Line Sign Clinic, but for now . . 


Thanks for Coming! 


signs of success 


LADLE 


* At the Great Smoky Knmoxville,Tennessee 


Mountains National Park 


illuminated outdoor point of purchase signs blaze the way to a bright sales future 
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Management 


BR ng tase a: 


Conference method means serious attention to 


dealer information and the art of teaching 


Ignition model is one of many training aids 
used by chief trainer Barrett (center) 


Barrett makes sure individual problems get 
needed discussion outside the classroom 


How Esso Trains the Trainers 


Prospective dealer instructors get the same basic eight-week 
course they'll use in Esso’s district schools 


TEACHING THE TEACHERS is a problem that 
could bog down any dealer training program. Esso 
Standard Oil Co.’s answer: a special school to train 
salesmen as instructors in a network of district 
schools. 

Esso’s central retail school at Lyndhurst, N. J., 
celebrated its first anniversary last month by grad- 
uating its fifth class—45 salesmen with eight weeks 
of lessons behind them. And this month, the com- 
pany’s twenty-fifth district school for dealers will 
go into operation. About 10 more are scheduled 
for 1958. 

So far, payoff has been measured mainly by a 
survey of Esso customers. Graduates of the dis- 
trict schools proved “significantly better” than the 
average untrained dealer in areas like station 
cleanliness, services offered and attitude of attend- 
ants. Early signs look as if graduates will be found 
to make more sales, too, says J. J. Reilly of Esso’s 
market research department. 

Esso spends $4,000 per student on the central 


school alone. That’s over $200,000 a year. Esso 
considers it an investment in improving its own 
marketing staff, as well as making Esso dealers 
better businessmen. 

The $4,000 includes a pro-rated share of trainers’ 
salaries, physical overhead, preparation of ma- 
terials and other expenses. Each student’s salary, 
plus expenses, is paid by his division. 


Wanted: ‘Promotability’ 


That’s what salesmen have to show to be se- 
lected for the central school. Esso’s nine division 
managers are supposed to pick their best men— 
men who are likely to rise beyond the job of in- 
structor. Selection is considered a move up—not 
sideways—in the marketing ranks. 

Not only Esso but other Jersey Standard affili- 
ates have sent students or observers (except 
Humble Oil, which has its own program). Foreign 
students will play a big part as chiefs or assistant 
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Wheel balancer holds no mysteries for salesmen 
from Colombia, Germany and France 


Practical work covers the car wash, too. This one 
may have cost Esso $172 (See page 114) 


chiefs of training in their own countries. The class 
just graduated from Lyndhurst, for example, in- 
cluded men from International Petroleum Co. 
(Colombia), Esso Standard S.A.F. (France) and 
Esso A.G. (Germany). 

Keep ’Em Circulating—In keeping with the idea 
of promotability, Esso expects the average Lynd- 
hurst graduate to spend only 18 months in a dis- 
trict school. Another reason for moving men on: 
a “career” instructor might be five years behind 
the times after five years on the same job. And 
repetition might make him too monotonous. 

The central school’s output of students is pur- 
posely higher than the establishment of new dis- 
trict schools, to keep up with replacement needs, 
vaction reliefs, and a supply of “spares” for things 
like one-shot clinics and sessions for attendants. 

District schools take experienced dealers as well 
as new ones. Eventually they'll provide refresher 
courses on particular subjects for veteran operators. 
Sometimes junior salesmen go through a district 
school, but Esso keeps the rate down to two per 
class “to maintain dealer atmosphere.” 


What the Salesmen Study 


Barrett gives his students the same 15-point 
course that dealers get in the district schools: 
(1) the industry and the business; (2) principles 
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Salesman trainees get a key to motivation: show dealers 
that there’s money in “free” service 


of selling; (3) automotive design and operation; 
(4) automotive fuels and lubes; (5) tires and 
tubes; (6) products for the cooling system; (7) 
products for the ignition and electrical system; 
(8) safety accessories; (9) additional services; 
(10) tools and equipment; (11) operating the 
station; (12) service station safety; (13) personnel 
management; (14) financial management; (15) 
sales promotion. 

The big difference at Lyndhurst is that salesmen 
get concurrent lessons in the art of teaching and 
motivating dealers. They use the instructor’s out- 
line, which is twice as thick as the dealer’s because 
it includes teaching guides for each subject as well 
as the basic information. 

This part of the curriculum includes technique 
sheets on teaching functions; review of conference 
leadership methods; speaking and demonstration 
techniques; and handling role-playing. This last 
requires students to act out the parts of people in 
a business situation: a dealer, a motorist, and an 
attendant, for instance. Then the rest of the class 
analyzes why and how each man did what he did, 
and how it might be done better. 

Assistant instructor Earl Petro provides a typical 
comment on motivation while discussing free 
service. “The answer you should stress in the dis- 


(Continued on page 114) 





Management 





**Salesmen are taught to plug the 
‘mutual benefit’ concept of selling’’ 


(Begins on page 112) 

trict schools,” he tells the salesmen, “is that free 
service isn’t giving something away.” Petro points 
out that it’s a means of observing the customer’s 
needs so you can sell him. He tells his students, 
“Nothing motivates people any more than money.” 


The salesmen are taught to plug the “mutual 
benefit” concept of selling in the district schoois— 
exploring the customer’s needs in terms of benefits 
to him. To do that, the dealer must know how the 
car operates, and that’s why the course includes 
a section on automotive design and operation. But, 
says Barrett, “We don’t endeavor to make finished 
motor tuneup men.” 

In addition to work in the classroom and prac- 
tice sessions, the men at Lyndhurst go on field 
trips and hear guest speakers to broaden their 
marketing background. The most recent class, for 
instance, went to Ethyl Corp. laboratories in 
Yonkers, N. Y.; to Atlas Supply labs in Newark, 
N. J., and to Esso Research & Development Co. 
labs for a talk by a Detroit expert on the 1958 
cars. 


How the Training's Done 


All the Esso schools use a combination of class- 
room sessions and practical work. Since classes are 
small, they use conference techniques to present 
text and theory, drawing on men with special 
ability or experience to come up with ideas the 
others can apply to the service station business. 
Every man at Lyndhurst gets four opportunities 
to conduct part of a class and to practice dem- 
onstration and group-leading procedures. 

Lyndhurst has one particular problem in setting 
up “on-the-job” training. Esso is fair trading its 
gasoline in New Jersey, and a law prevents com- 
pany employes from selling gasoline or doing serv- 
icc stations work in competition with Esso dealers. 
That’s why the station in which the central school 
is located is run by a lessee. 

This is actually no handicap, says chief trainer 
Barrett. The time that dealers in the district schools 
would spend manning the pumps and waiting on 
customers goes into training in motivation and 
teaching. The station’s equipment is there for the 
men to use when need be; Barrett, students and 
the company can usually provide enough cars to 
work on, too. 

This work can be done in one, or all, of three 
ways: individual practice, where each man goes 
through the motions of a job; limited practice, 
where three or four students go through it for the 
benefit of the rest; and group practice, which can 
be either a demonstration by one man, or the 
whole class tackling a job co-operatively. 


The car-washing section provides a good ex- 
ample of the last. The class splits up into two 
five-man groups, each tackling one car from the 
wash stall through Simonizing and chrome-polish- 
ing. One student jokes that it’s an expensive car 
wash: it costs Esso $172 for salaries and overhead 
prorated for the time put in. Most of Lyndhurst’s 
applied work is on the limited practice basis, 
however. 

What the Tools Are—Esso lined up a battery 
of modern service station equipment for the Lynd- 
hurst school. Some are really part of the station 
itself, but used incidentally by the students. An 
example is the array of lube guns on overhead 
pulleys, connected by hose reels to lube barrels 
at the rear of the station. 

Others, like an Atlas Motor Analyzer and a Sun 
Motor Tester, are intended primarily for student 
use. In the classroom are an engine block with 
some parts removed for demonstration purposes, 
and a working engine. This has a heat exchanger 
instead of a radiator, and can be connected to 
water outlet and inlet in the wall next to the lube 
area of the station. It’s used to familiarize students 
with engine operation before they work on a car. 
Three wheel balancers, a battery tester and other 
mechanics’ tools round out the automotive 
equipment. 

Barrett has a number of teaching tools at his 
disposal, too. These include demonstration panels 
with cutaway models of all functioning parts; 
projectors for movies, filmstrips and slides; a tape 
recorder with playback equipment, and a slap- 
board—a blackboard with metal backing, used 
with panels with magnetic edges. The school has 
a small library of company and business publica- 
tions and technical manuals. Clips from NPN and 
other publications are inserted in a_looseleaf 
service station manual to keep the students up to 
date on management and merchandising ideas. 


How the Instructors See It 


“We teach to individuals, and not just to the 
average,” says Barrett. He has to be conscious of 
diversity to meet Esso’s aim of uniformity (a 
dealer who has been through a Louisiana school 
should be just as effective in Maine). Uniformity 
of courses is kept consistent with local needs and 
adaptation, however. It can be achieved only by 
taking into account the differences between in- 
dividuals and classes. “The personality of the 
group varies not only between schools, but between 
classes in the same school,” Barrett says. 

Barrett spent 14 years in the field before taking 
on his present job. He has been a commercial 
account salesman, industrial salesman, dealer sales- 
man and division dealer training supervisor. He 
had a special course in retailing at Rutgers Uni- 
versity before taking over Esso’s central school. 
Assistant trainer Petro was assistant district man- 
ager in Raleigh before coming to Lyndhurst. ™ 
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Capital Spending: Oil Up, Most Down 


ype BUSINESS plans to reduce 
1958 capital expenditures by 7% 
compared to 1957 spending. It will be 
the first time since 1954 that capital 
investment has not risen. 

The oil industry will be an excep- 
tion to the rule, however. Oil’s capital 
spending will rise 1%, from about 
$5,962-million to an estimated $6,- 
038-million. And oil marketing is 
keeping right in step. Marketing in- 
vestment for large companies is ex- 
pected to rise 1%, from $430-million 
to $434-million, in 1958. 

These figures come from the latest 
survey of capital spending plans made 
by the McGraw-Hill Dept. of Eco- 
nomics. It does not cover independent 
marketers. NPN’s jobber study (May, 
p102) showed that independents’ capi- 
tal spending would run about $175- 
million this year. Other 1957 figures 
are adjusted to show estimates of 
actual spending. 

Still Big Money—Despite the re- 
duction, next year’s capital spending 


Why ‘Creative 


COMPETITION IS NOT the most 
important factor in pricing your prod- 
ucts, says a noted chemical manufac- 
turer. 

Pricing is a “venture decision” 
which must evaluate the “real-use” 
value of a product to a potential buyer 
as well as the possible value of com- 
petitive products. 

That’s the view of Fred C. Foy, 
president of Koppers Co. He ex- 
plained his ideas at the recent Fifth 
Marketing Conference of the National 
Industrial Conference Board and in an 
interview with Chemical Week, a Mc- 
Graw-Hill publication. 

Foy thinks “creative pricing” is a 
good term for his theories. He doesn’t 
like “administered pricing,” with its 
overtones of conspiracy—which have 
been attacked by some political fig- 
ures. 

Sound creative pricing must also 
enable an industry to continue the re- 
search, development and investment 
necessary for growth, Foy believes. 
Economists have long considered that 
one function of pricing is to recover 
costs of production and distribution. 
But today, Foy says, that’s not as 
simple as it sounds. 

He believes recovering “costs” now 
must include the deficiency in depre- 


will still be high compared to most 
previous years. The over $36-billion 
planned for all business in 1958 is 
20% more than actual spending in 
1955 and only slightly less than ex- 
penditures in 1956. 

Standing out in contrast to the 
slight over-all downtrend is this fact: 
most companies plan to maintain or 
increase expenditures on _ research 
and development in 1958. Half the oil 
companies surveyed expect their pres- 
ent research programs to lead to sub- 
stantial capital expenditures after 
1959. Companies in the chemical, in- 
strument, electrical, aircraft and pri- 
mary metals industries have the same 
outlook. 

Preliminary plans for all 1959 
spending show most companies ex- 
pecting to stay at 1958-style reduced 
levels. 

Who’s Doing What—tThe drop is 
concentrated in manufacturing, where 
plans call for a 16% reduction next 
year. One big exception: the electrical 


Pricing ? 


ciation recovery resulting from the 
erosion of the dollar; erosion in tech- 
nology, where a new process may 
make a plant obsolete before it’s worn 
out, and the recovery of research and 
development expenditures—including 
those that don’t pan out. 

So far as a product’s value to the 
buyer is concerned, there’s more to 
it than product improvement, ease of 
application and more effective distribu- 
tion, says Foy. The relative desira- 
bility of “things” must be considered: 
a new TV set or a vacation trip? A 
new car or a down payment on a 
house? 

Foy regards price cutting as an as- 
pect of “pricing by accident,” and not 
a very desirable form of competition. 

It can affect your customers, he 
points out: price cutting encourages 
large and rapid price changes, which 
disrupt a customer’s buying and plan- 
ning. It can reduce your ability to 
pay good wages, finance new equip- 
ment or get a good return on invest- 
ment. “Opportunistic pricing” runs 
counter to planned progress and 
capital spending, destroying the incen- 
tive for long-term development and 
stable growth. 

That’s why Foy thinks creative pric- 
ing is best. a 
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machinery industry, which plans a 
13% increase. Oil refining will spend 
5% more in 1958. 

Behind the drop in manufacturing 
expenditures lies a sharp increase in 
manufacturing capacity while produc- 
tion has been leveling out. The aver- 
age manufacturing industry operated 
at 82% of capacity in September. 

Oil again was the exception, oper- 
ating at 90% of capacity, as did the 
paper industry. This is one explana- 
tion of oil’s plans to boost spending. 

Despite manufacturers’ preferences 
to operate at 90% of capacity, lower 
figures do not mean depressed levels 
of business, the McGraw-Hill Dept. of 
Economics says. Petroleum refiners 
last year indicated a preference for 
operating at 95% of capacity, so they 
too have room for improvement. 

Heating oil men should note that 
electric and gas utilities are planning 
another increase in expenditures in 
1958—after putting over $6-billion 
into new plants and equipment in 
1957. The new rise is 3%, to $6,441- 
million. 

Figures for the non-marketing seg- 
ments of the oil industry break down 
as follows: production, up 2% to $4,- 
272-million; transportation, down 
14% to $337-million (actual spending 
may be higher, since pipe line plans 
are not yet completed); refining, up 
5% to $933-million; other, down 2% 
to $62-million. a 


Memos on Management 


e Secure Markets? A southern jobber 
has a new twist on them. He’s con- 
verted one of his own major-brand 
dealers to unbranded and is selling 
him land and station on a 25-year 
contract. 

The gimmick: the jobber retains ex- 
clusive supply rights for the life of the 
contract. The dealer technically is 
buying rebrand gasoline on his own; 
his supplier just happens to be his 
old jobber. The deal doesn’t affect 
competition enough to come under the 
ban on exclusive dealing. 

e Top executives require status sym- 
bols to set them apart from the lesser 
breeds. The Wall Street Journal re- 
ports that one midwestern major gives 
vice presidents washrooms like the 
president’s—but theirs contain no toi- 
lets. And at Sohio a brass spittoon 
used to symbolize authority. In these 
effete times, the spittoon has given 
way to a water carafe and tray. a 
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When these pumps spring into action 


there’s no time wasted! 


D-X Sunray Oil Company uses Gorman- 
Rupp vertical and horizontal ‘‘O”’ Series 
Pumps at their bulk storage plant in 
Searcy, Arkansas. They deliver petro- 
leum products to the loading platform, 
safely and quickly, so that tank trucks 
can be loaded in record time. 

At casual glance, these pumps may look 
like many others you have seen. . . but 
there’s a world of difference. First of all, 
these are centrifugal pumps that se/f- 


THE GORMAN-RUPP COMPANY 


prime! There’s no check valve! That 
means safer operation. Straight-in suction 
delivers liquids directly to the eye of the 
impeller with least possible entrance loss. 
Fewer parts! Higher efficiency! 

Gorman-Rupp ‘‘O’’ Series Pumps 
are serving the petroleum industry 
around the world. How about you? A 
3¢ stamp can put you on the track to 
new pumping efficiency. Write for 
information, today. 


305 Bowman Street - Mansfield, Ohio 
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e All-weather loading rack ==> 


e@ Visual check of transport loads 
before pumping to storage 


@ Specially designed input and out- 
put lines on storage tanks 


@ Regular condensate drawoffs 


@ Periodic lab analysis of oil 


“WATCH THE QUALITY of oil going to storage, 
handle it carefully and you'll have fewer burner 
service calls to make and fewer tanks to replace.” 

Charles Eyster—top hand at Goodling Electric 
Co., heating oil distributor in York, Pa.—takes 
product quality seriously. If he ignored it, Eyster 
says, he’d be a business suicide because he operates 
in a tough market where gas has a big price ad- 
vantage over oil heat. 

Too many service calls, Eyster says, get an 
oil user thinking about gas and boosts burner 
service policy costs. But Eyster is low on both 
counts. Thanks to quality control, his all-inclusive 
parts replacement policy costs only $19.50. 

The all-weather loading rack rules out many 
service calls for poor ignition and leaky tanks. 
Snow, rain and sleet can’t get into manholes. 

In modernizing his main bulk plant, Eyster saw 
trouble ahead if he used a conventional flat roof. 
“With the non-telescoping deep-loading arms we 
put in at the rack, the roof would be about 6 ft. 
above the truck tops.” And the plant is exposed 
to plenty of weather blowing across open fields. 

Now corrugated aluminum panels hang down on 
all sides to within 24 inches of truck tops, to give 
more protection to manholes. To let oil fumes 
escape, there’s a 6-inch opening between the roof 
and tops of panels. “The extra cost of the panels,” 
Eyster says, “was negligible.” 

All transport loads are checked before pumping 
to storage by this procedure: 

e Drivers must pick up a 4-oz. sample bottle 
at the office and fill it from the oil they carry. 

e The sample is tested before they can unload. 

e They can’t unload until the timer switched for 
the pump is set. It’s set only after they hand in 
their sample, and then it’s set to give them just 


December, 1957 * NATIONAL PETROLEUM NEWS 


Bulk Plants and Terminal 


How to Guard Product Quality 


This jobber uses a five-part setup: 


enough time to pump off. No other driver can 
“sneak” in to unload. 

Samples are checked visually; by smell; by feel, 
and by filter paper, if necessary. A visual check 
will show if the oil is clear or dirty. “If it’s dirty, 
it goes back,” Eyster says. The smell test shows 
that it’s the right product. Goodling handles only 
No. 2 oil, so it wants no other grade or gasoline 
put into its storage by error. The feel test will 
show up any foreign matter. If there’s any doubt, 
the sample is poured through filter paper. 

With clean oil in its tanks, Goodling wants to 
keep it clean. Four-inch input and output lines 
enter the tank 14 inches from the bottom, extend 
into the tank for four or five inches and then turn 
upwards at 45° for another four or five inches. 
Oil going in the tank or being pumped off doesn’t 
disturb the bottom. 


Condensate lines on opposite sides of the tank 
are tapped twice a year. “Oil pretty free of poten- 
tial service calls goes into the homeowner’s tank,” 

Eyster carries his control program one step 
further to include a lab anaylsis of oil at intervals 
during the winter and once in the summer. He 
wants to know how his oil stacks up on gravity, 
flash point, carbon residue, water sediment, ash, 
sulfur and distillation points at various tempera- 
tures. If something’s amiss, he wants to tell his 
suppliers about it and back it up with proof. 


But more important, Eyster’s burner men know 
all about the tests. “They know oil quality is 
good, so they can’t blame the oil for some service 
calls. They have to look elsewhere for the trouble.” 


Lab tests costs Eyster less than $300 a year. On 
his annual gallonage, the cost works out to .00003¢ 
gal., Eyster says. “And that’s a worthwhile invest- 
ment to me.” bal 





Only one ounce of burner soot wale 





after two years of operation 


makes this jobber conclude .. . 


Annual Cleanouts Aren't Needed 


“YOU SAY OIL HEAT IS CLEAN, but you can't 
convince your customers by selling them annual 
vacuuming jobs. The key is a properly adjusted 
modern burner. Then you have dramatic proof of 
just how clean oil heat can be.” 

So says Bill Henwood, vice president of New 
York’s Meenan Oil Co. and head of its branch in 
Levittown, Pa. He’s preaching the message to state 
jobber groups, county oil meetings—wherever he 
gets the chance. And what he says has been proved 
in his own shop. 

Of Meenan’s more than 14,000 Pennsylvania 
accounts, 79% are on service policies. But: 

e Only 1.17% had their boilers cleaned in the 
past year. 

e Only 0.9% actually need the work done for 
good burner performance. 

e Under 0.3% of jobs are done to keep cus- 
tomers happy; they ask for work but don’t need it. 

“We have burners going into their sixth year 
without a vacuum cleaning,” Henwood says. 


How to Keep Cleanouts Down 


Henwood uses no special magic, additives or 
soot killers to come up with a low cleanout figure. 
“We do it by proper adjustment of the burner,” 
he says. 

Admittedly, Henwood’s job is easier than it 
would be for heating oil jobbers elsewhere. The 
houses in the Levittown development have only one 
make of burner. And since the development is fairly 
new, heating equipment is a modern, packaged 
boiler-burner unit. There isn’t a conversion job 
anywhere. And there aren’t too many different 
house sizes in the development. 

Henwood has standardized the procedure for 
adjusting burners properly. “When we started out,” 
he says, “we did instrument tests on about 600 
burners in each design of house. We got a CO, 
reading, we gave it a draft and a smoke test.” The 
aim was to get burners operating at 75% or high- 
er efficiency. 

From such tests, Henwood’s servicemen got a 
good idea of how other burners should be set, what 


adjustments to make, and how to set the flame in 
the combustion chamber. 

“Every time a house of new design is put up 
we follow the same procedure as far as using in- 
struments goes,” Henwood says. “Our burner men 
really get acquainted with the burners that way.” 
If there is any complaint from a customer on burn- 
er operation, Henwood’s servicemen will bring 
their instruments to check their visual adjustments. 

While Henwood has the advantage of serving 
only one make of burner and a modern one at that, 
he has his problems, too. 

Levitt’s houses are built on concrete slabs that 
hold radiant hot-water heating tubes. There’s no 
cellar. Boiler-burner units must be placed in the 
living quarters, generally in a small area off the 
kitchen. 

In such locations, burners have to be adjusted to 
give noiseless, clean service. “If anything happened 
to one of those units the way they are placed now, 
we wouldn’t have many satisfied customers,” Hen- 
wood admits. 

And going into such houses once a year to vac- 
uum boilers is not the way to sell accounts on the 
idea that oil heat is clean. “You’re not working 
alone in the basement; you're in the kitchen right 
next to the housewife while she’s preparing the 
meals. She doesn’t want to see any sign of dirt.” 

Customer education has a part in keeping clean- 
outs down. Part of the service policy reads: “Vac- 
uum cleaning will be performed whenever it is re- 
quired for the proper operation of the unit.” 

Still, a good many Levittowners recall that their 
boilers were cleaned yearly when they lived else- 
where. 

“If they ask about the vacuum job,” Henwood 
says, “we tell them it isn’t necessary every year in 
the modern type of burners they have in their 
homes. If they still are not convinced and insist 
that we do the work, we’ll schedule it.” 

When the serviceman makes such a call, he’s 
prepared to show the account just how little soot 
is in the boiler. He puts a clean bag in the small 
portable vacuum cleaner, does his work, and then 
empties the bag into a glass jar — Meenan has a 
supply on hand just for this purpose. He leaves 
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“Changing to Texaco brought me real money” 


6 reasons why you can make 
money as a Texaco Dealer! 


THE BEST petroleum products, known and accepted by car 
owners in all 48 states. Continuous research and develop- 
ment insure that Texaco will always have outstanding 
products. 


THE BEST and biggest national advertising program . . . 
constantly selling Texaco Dealers to car owners everywhere. 


THE BEST point-of-sale promotion material to help bring 
customers in and bring them back! 


THE BEST customer credit card—in fact, the only petroleum 
credit card honored under one sign in all 48 states . . . and 
in Canada, too. 


THE BEST retailer policy—Texaco doesn’t compete with its 
dealers . . . cooperates with them in promoting their sales 


of nationally advertised and accepted TBA products. gf 


THE BEST opportunity to cash in on “touring” 
business—because motorists know they can get 
famous Texaco products wherever they drive. 


WRITE OR PHONE TODAY if you'd like to be ae 


your own boss—a Texaco Dealer. Let’s talk 
it over. No obligation. Get in touch with the 
Texaco Division Office nearest you. 
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says Charles K. Stowers, 
successful Texaco 
Dealer in Dallas, Texas. 


“I tried one dealership, then changed 
to another, but never made any real 
money until I changed to Texaco in 
1939. I was selling 2,900 gallons 

a month then. I’ve grown steadily. 
Now I am doing 50,000 gallons and 
expect to reach 65,000 gallons a 
month by the end of the year. 


“T’ve found that any help you ask from 
Texaco — within reason — you'll get. 
That’s how Texaco keeps its large, 
national Dealer Family together — 
with more take-home money. 


“To any ambitious man who has 
the opportunity to get a Texaco 
dealership and be his own boss, I say, 
better take it!” 


THE TEXAS COMPANY 


DIVISION OFFICES: Atlanta, Ga.; Boston 16, Mass.; 
Buffalo 9, N. Y.; Butte, Mont.; Chicago 4, IIl.; 
Dallas 2, Tex.; Denver 3, Colo.; Houston 2, Tex.; 
Indianapolis 1, Ind.; Los Angeles 15, Calif.; Min- 
neapolis 3, Minn.; New Orleans 16, La.; New York 
17, N. Y.; Norfolk 2, Va.; Seattle 1, Wash. 


119 





Fuel Oil 


(Continued from page 118) 

the jar at the house with these words: 
“T’ll let you have this as a reminder. 
You can see that it wasn’t much and 
that it really wasn’t necessary to do 
the work this year.” 


How It Pays Off 


Getting rid of the annual vacuum 
cleaning job—Henwood still does the 
annual burner checkup—is a very ef- 
fective way to fight gas competition, 
according to Meenan’s vice president. 

“As oil men,” Henwood says, “we 
are all spending time, money and 
effort to help in this fight. Yet the 
one big point that gas uses—and it 
carries a lot of weight at the consumer 
level—is the cost of burner service. 

“Still many oil men continue to 
promote the idea of annual vacuum 
cleaning jobs. To me, they are only 
talking against themselves. On one 
hand they say oil heat is clean and on 
the other, they sell vacuum jobs just 
to show how sooty oil can be. 

“The price of service policies,” 
Henwood says, “has got to be kept 
down despite rising labor costs if we 


oil men are going to take some of the 
edge off gas heat’s big claim. And 
unless we can prove to ourselves that 
vacuum jobs are absolutely necessary, 
we shouldn’t sell them on an annual 
basis. We're only giving gas heat 
more ammunition.” 

Because he has found it unneces- 
sary to sell annual vacuum jobs, Hen- 
wood’s operation does give the cus- 
tomer a price break on his service 
policy. Levittown accounts pay $15 a 
year for a basic policy that includes 
a complete burner checkup and flame 
adjustment for efficient combustion, 
parts replacement and vacuum when 
necessary, $5 more to cover tank re- 
placement and service to fill and vent 
lines and $5 more for servicing attic 
heating equipment. (Levitt’s houses 
basically are bungalows, but many 
homeowners have built additional liv- 
ing space in the attics that require 
additional heating equipment.) 

Accounts living elsewhere pay 
$22.50 for the same basic parts-serv- 
ice policy and have the same tank- 
attic options at the same prices. 

This price also includes a vacuum 
job, but with one big extra: if vacu- 


uming isn’t needed, $4.50 is credited 
to the cost of next year’s service 
policy. 

“We're convinced,” Henwood adds, 
“that if annual vacuum jobs aren’t 
necessary, it’s just plain bad customer 
relations to sell them something they 
don’t need because they'll be paying 
for something they can’t use.” 

It makes a big impact on the cus- 
tomer, Henwood says, if servicemen, 
in checking each burner, can tell 
customers that a burner is in such 
good shape it doesn’t need a vacuum 
job and that a $4.50 credit will be 
entered on next year’s service agree- 
ment. 

There’s an important economic an- 
gle for Henwood, too. He’d need 
more men in his burner service de- 
partment to handle cleanouts on an 
annual basis. That would boost serv- 
ice costs. His present crew now does 
about 1,000 burner checks a month. 
to cover all service policy accounts 
once a year. z 


What's Bill Henwood like? For some 
answers, see page |72 
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A remote pumping system is only 
as good as the island dispenser. 
Key to performance of the dis- 
penser is the meter and here again 
you see why the Bennett meter is 
so outstanding. 

In the Bennett meter, polished 
bronze pistons slide in polished 
brass cylinders lubricated by a thin 
film of gasoline. Without mechani- 
cal valves or piston leathers, fric- 
tion and restriction-to-flow are at 
the irreducible minimum. Great- 
est pressure is maintained at the 
nozzle where it counts. 


Bennett dispensers, while primarily designed to 
provide RAM remote systems with superior 
“matched-flow” performance will actually increase 
the efficiency of any remote pumping system. 


Benne 


JOHN WOOD COMPANY ““iistsgon tichigen 
IN CANADA: JOHN WOOD ComPANY LIMITED 


Toronto * Montreal * Winnipeg * Vancouver 





























AIR and WATER on the island | 


...speed service... build sales...save steps 


ECO Islanders® put air and water right at your fingertips 
where you can give extra service faster and easier at the greatest 
convenience to you and your customers. 

Islanders let you provide the one-stop gas, air and water 
service that mark the truly modern station and keep customers 
coming back. What's more, you save valuable time for selling 
and make the most of costly station space. 

Available with or without automatic tire inflation in a wide 
range of models to harmonize with any station layout. 

ECO Tireflators provide automatic tire inflation for post, 
wall or overhead remote installation. 


J W C _ Bennett Pump Division, 
OHN OoOoD OMPANY Muskegon Michigan 

District Offices: Albuquerque « Atlanta * Baltimore * Boston ¢ Buffalo * Charleston « Chicago 

Cleveland * Dallas * Denver « Detroit + Kansas City * Los Angeles * New Orleans * New York 
Philadelphia « Pittsburgh * Rochester « SaltLake « Seattle ¢ St.Paul * San Francisco 


IN CANADA: JOHN WOOD COMPANY LIMITED - Toronto * Montreal * Winnipeg * Vancouver 
EXPORT: John Wood International Corporation, 29 Broadway, N. Y. Cable "WOODINTER” 





_ everywhere a MACK goes- 
there are MACK parts 
and MACK service 


Log assure a of Mack when you need them 


. to enable you to our parts inventories 

. and to ‘provide peg “3 the skills of Mack 
service experts— Mack has established a fast- 
moving, transcontinental service-and-supply 
network. 


Your Mack distributor carries a carefully balanced 
stock of . Behind him are the local Mack 
Factory ches and Mack’s Divisional Depots— 
both ready for on-call action. And at Somerville, 
New Jersey, there’s the Mack Parts Headquarters 
with comprehensive stocks that include every Mack 
part and assembly ever likely to be needed. 


For emergencies . . . almost any Mack part is im- 
mediately available throu the transcontinental 
service-and- supply network. Mack Trucks, Inc., 
Plainfield, New Jersey. In Canada: Mack Trucks 
of Canada, Ltd. 





Mack trucks can be serviced through 55 Direct 
Factory Branches and nearly 300 Distributors. 


MACK 


first name for 


TRUCKS 








How to Get More Profit Out of 


®@ Kellogg Oil's TBA sales climbed from 
$31,317 in 1954 to $40,157 in 1956. 


Accessories accounted for most of 


that sales gain 


@ Here's how Kellogg concentrates on 


its accessory line—and why 


A JOBBER TODAY can’t push tires and batteries 
and let his accessory sales take care of themselves, 
says Jimmy Moore, half-owner and general man- 
ager of Kellogg Oil Co. Not if he faces the kind 
of competition Kellogg does in Monroe, La. 

Moore, an American Oil Co. jobber, switched 
the emphasis from tires and batteries to acces- 
sories in Kellogg’s TBA program in 1955. Since 
then accessory sales and profits have more than 
doubled, jacking up over-all TBA sales and profits 
(see table on opposite page). Just as important, 
says Moore, inventory investments have remained 
at about the 1954 level. 

To push accessories, Kellogg Oil has a four-step 
plan: 

e See that each dealer is called on personally 
once a week. 


e Help dealers on personal problems and in 
setting up displays. 

e Make quick accessories deliveries, no matter 
how small the order. 

e Provide dealers with only “major” brand 
items, which Kellogg believes sell faster and better. 

Moore’s decision to concentrate more on acces- 
sories was made after he took a look at his TBA 
operations for 1954. 

His total sales were $31,317.59. His gross profits 
were $5,921.53 (Kellogg doesn’t figure its TBA 
net profits). He felt the company had a fair per- 
centage of profit on each item, but accessories 
were bringing in 20% of gross profit on only 16% 
total TBA volume. 

Moore felt Kellogg didn’t have much choice. 
Its tire and battery competitors in Monroe (pop. 
75,000) included Sears, Montgomery Ward, West- 
ern Auto, B. F. Goodrich, Firestone, Goodyear 
(latter three “company stores”), and three inde- 
pendent tire companies. There were also other 
oil marketers in Monroe vying for the TBA market. 

“It was useless for us to think of building up 


Jimmy Moore: He sparked the push 


our tire and battery sales in the face of that kind 
of competition,” says Moore. “Not the kind of 
growth we wanted, anyway. And with so many 
in the picture, tire and battery profits were—and 
still are—getting smaller.” 

But Moore saw better possibilities in accessories. 
With others concentrating on the bigger items, 
why couldn’t Kellogg go for accessories volume? 
Moore figured that to do so would mean no in- 
ventory investment increase. And the prospects 
for greater gross profits were better. 

“I decided it was time to quit beating our heads 
against a brick wall, try pushing accessories, and 
see what happened,” he says. 

What happened is shown in the table. Tires 
and batteries have pretty well held their own, 
although Kellogg doesn’t really try to push either 
item. Accessory gross sales and gross profits have 
really moved up. Today they account for 27% of 
TBA volume and 37% of gross TBA profit. 


How the Kellogg System Works 


“To really sell accessories,” Moore says, “you 
have to keep in constant personal contact with 
your dealers. You have to give them fast deliv- 
eries even on the smallest of orders. And you have 
to give them branded products that will sell.” 

The Personal Touch—Louis Whitfield, a 28-year- 
old former oil well logging company employe, is 
Kellogg’s TBA and service station merchandising 
manager. He takes care of Moore’s first rule. 

Each Monday and Tuesday, Whitfield makes 
the rounds of Kellogg’s 17 dealers. About half use 
a shelf storage system, with an agreed minimum 
inventory for each accessory. Whitfield simply 
notes on his order pad what’s needed to replen- 
ish the inventory. For the others he takes orders 
for whatever the dealer thinks he needs. At each 
stop he phones in an order. 

After receiving enough of Whitfield’s orders to 
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Tires, Batteries, Accessories 


Your Accessory Line 


plan his own route, a Kellogg pickup driver starts 
making deliveries. In the meantime, if there hap- 
pens to be a rush order phoned in by a dealer 
or Whitfield, the TBA pickup makes that delivery 
immediately. 

“Most of our orders and deliveries to our own 
dealers are made on Mondays and Tuesdays of 
each week, since that is when Louis makes his 
calls, as a rule,” says Moore. “We get other orders 
during the remainder of the week, of course, and 
they are filled as soon as we can get our pickup 
to the dealer. Some of these small deliveries are 
made at a loss. But they pay off in the long run.” 

Whitfield also calls on competitive dealers. Kel- 
logg supplies Texaco dealers in Monroe (they 
have no direct TBA supplier in town). During 
the latter part of each week, he spends his time 
calling on commercial accounts and other custo- 
mers. He is paid a salary and commission. 

“We have found that you have to call person- 
ally on your dealers if you want to do a good 
accessory business,” says Moore. “There are too 
many other accessories salesmen from parts houses 
after them. If you don’t make it around at least 
once a week, you find some other salesman has 
slipped in on you.” 

When Whitfield visits one of the Kellogg deal- 
ers, he does more than just try to sell TBA. 

“He is a good listener,” Moore says. “He lets 
the dealers bleed their troubles to him. He may 
not be able to help them, but if he can, he does. 
At least by listening and showing interest in their 
problems, he makes them feel better. 

“He also works with the operators. He helps 
them put up window displays, shows them how 
to fix their TBA shelves, explair= the mark-up 
system. Instead of just telling .« dealer how 
something is done, Louis often does it for him 
or shows him how. 

“Since he is also our service station merchan- 
dising manager, he is always in close touch with 
our operators. Lots of times he will go with a 
dealer and help him solicit business, help him 
find employes, and even in some cases, work in 
a station when help can’t be found immediately. 
All of the things he does means a lot to most 
of the dealers.” 


Kellogg also holds quarterly meetings with its 
dealers to bring them up to date on new TBA 
products and other matters. 

Names That Sell—Besides the “personal touch,” 
Moore believes his dealers should be given only 
well-known brands of accessories. 

“We handle such items as AC oil filters, Si- 
moniz and DuPont car polishes, Prestone and Per- 
manent Pyro antifreezes, and Westinghouse and 
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How Accessories Increased - 
Kellogg Oil’s TBA Sales 


Year Gross Sales Gross Profits 


TIRES 


1954 $23,161.61 
1955 26,527.84 
24,625.23 

8,673.81 


$4,133.08 
mm 

1956 3, 

1957 (ist 5 mos.)* 789.92 


BATTERIES 


1954 $ 3,165.66 
1955 2,786.51 
1956 4,622.11 
1957 (ist 5 mos.) 1,546.42 


$ 543.15 
410.31 
694.74 
185.917 


ANTIFREEZE 


1954 $ 5,382.80 $ 904.35 
1955 7,943,37 ; 1,342.14 
1956 7,194.83 


ACCESSORIES 





$ 4,990.32 $1,245.30 
9,520.31 2,188.30 
10,910.42 2,639.21 
6,300.36 1,447.12 


TOTAL GROSS SALES AND PROFITS 


1954 $31,317.59 
1955 38,834.66 
1956 40,157.76 
1957 (ist 5 mos.)* 16,520.59 


*Tire profits for "57 do not include tires returned to 


1956 
1957 (ist 5 mos.) 





7,929.67 
7,057.87 
2,422.95 


General Electric sealed beams,” he says. “We 
follow the same policy on our tires (Goodrich) 
and batteries (U. S. and Delco). We've found 
it best to centralize on the well-known brands, 
rather than try off-brands that might not sell even 
though we could buy and sell them cheaper.” 

Kellogg restricts its accessories program to 
smaller items. It doesn’t carry big accessories, or 
automotive parts. The object is to keep the com- 
pany’s inventory investment down. 

“We figure we have to have a minimum inven- 
tory of $14,000 in tires, $1,500 in batteries, and 
$4,000 in accessories,” says Moore. “You can look 
at our inventory picture, too, and see why we 
concentrate on accessories. We turn over our ac- 
cessories stock 2.7 times a year, as compared to 
1.7 turns on tires. To really go out after the tire 
business, we would have to carry more stock. I 
just don’t think it’s worth it.” ® 
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1888 — The first practical pneumatic tire — by Dunlop 


1955—Globe was first with ‘one-package delivery “of 
those go-togethers—dry-charged batteries and acid _.. 


Tires and cars— acid and batteries — 
inseparables, each valueless without the 
other. And Globe was first to develop 
the package that delivers dry-charged 
battery and acid together, as they be- 
long. One package, but all ingredients — 
and method -—-for the swiftest, simplest 
activation of an inert battery into a 
brand new source of starting punch. 


First end to waste, measuring and guesswork First for faster, lower-cost delivery 
Bringing a Globe to life is this simple and sure. Slip each Compact cartons and lightweight plastic electrolyte 


. . ttl hippi ts. 's sixt lant 
unbreakable, disposable bottle of pre-measured electrolyte into i socio wn gt ge wine i dae ent 
strategically located, with fourteen (*) producing dry 


safety sleeve provided. Snip off bottle spout — and pour in the charged batteries. 


r ] wer. Battery may be on display for months, but 
fresh Globe po ete play : ATLANTA, GA., *DALLAS, TEXAS, *EMPORIA, KANSAS, 


suddenly it’s new — when it’s a just-now-activated Globe. *HOUSTON, TEXAS, *LOUISVILLE, KY., “MEDFORD, MASS., 
* MEMPHIS, TENN., MILWAUKEE, WIS., *MINERAL RIDGE, OHIO, 
Another milestone in power — another first for Globe! PHILADELPHIA, PA., *REIDSVILLE, NO. CAROLINA, *SAN JOSE, 
CALIF., #HASTINGS-ON-HUDSON, N. Y., *LOS ANGELES, CALIF., 

OREGON CITY, ORE., AJAX (ONTARIO) CANADA 


GLOBE-UNION INC. 


MILWAUKEE 1, WISCONSIN 


SPINNING POWs, 


SPLIT-sECOND STARTING 


If it’s Petroleum-powered there's a GLOBE-BUILT BATTERY right from the start! 
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Why We Need More Package Deals 


@ FICTION: The “service package” is some kind of joke or fraud 


@ FACT: For the smart dealer, it’s a potent business builder 


TWO DEALERS showed up at the 
meeting a half hour early. Without any 
qualms about conspiracy they got right 
into a price dis- 
cussion. 

First they 
agreed that selling 
gasoline at cut 
rates ought to be 
made a crime. 
Next they com- 
pared their prices 
for typical service 
jobs with those 
charged by car 
dealers and ga- 
rages. The gen- 
erally higher rates charged by car 
dealer shops were condemned as an 
imposition on the car-owning public. 

“I guess you gotta pay for those 
white coats,” said Al, referring to 
the dusters worn by many shop service 
managers. 

“That’s why they cover up their 
high prices in those phony service 
specials,” replied his friend Andy. 

“What a racket,” said Al. “Check- 
ing the level in the transmission and 
differential is supposed to be part of 
every lube job. But they try to make 
you think it’s two extra operations.” 

“The funniest of all are those fall 
specials,” chuckled Andy. “Check the 
tires! Test the horn! Inspect the fan 
belt! Check this! Check that! That’s 
worth $13?” 

“I know what you mean,” said Al, 
his voice full of scorn. “They pad the 
list to impress the customer. It’s full 
of jokers like checking the oil filter, 
replacing burned-out lamps, and in- 
specting wiper blades. Those package 
deals are mostly fakes!” 

By this time two or three new- 
comers were listening in. They nodded 
assent and the group strolled into the 
meeting, having convinced themselves 
they were all smart cookies, well able 
to see through a car dealer’s wiles. 


By F. C. Sturtevant 
TBA. Editor 


Who's Getting Fooled? 


These views are shared by many 
but far from all—service station op- 
erators. And at least Al and Andy’s 
comments indicate that service station 
men have at least gone to the trouble 
of analyzing the promotion methods 


used by car dealer service depart- 
ments. 

They need to go a little fur rc and 
analyze the customer. Because if any- 
body is fooled it’s the station opera- 
tors, rather than the car owners. To 
him it’s neither a joke nor a fraud 
to find “fan belt inspection” included 
in the service package. He’s happy to 
know somebody is looking out for 
those little things. 

A large segment of service station 
men apparently think it’s beneath them 
to play up the small, incidental phases 
of the service jobs they perform. 
Probably they hope discerning cus- 
tomers will appreciate what they pre- 
sumably regard as their more honest 
approach. 

That’s where service station dealers 
fool themselves. They’d learn how 
customers react if they took one or 
the other of two logical courses: Either 
make it routine to do all the inspect- 
ing the car dealer offers; or offer some 
package deal services of their own. 


To Sell, Inspect 


“Find the need and show it to the 
customer” is an old and trusty path 
to TBA profits. That’s all that’s back 
of the car dealer’s offer to go check- 
ing and inspecting all over the car. 

By listing all these incidental in- 
spections as part of a package deal 
he is showing smart business sense. 
For himself, he is selling more service 
and more merchendise per transaction, 
and he is justifying his price. 

At the same time the car owner is 
getting better care for his car. What’s 
far more important, he knows what 
he’s getting because it’s all down there 
on the list. It means little to him that 
a fan belt can be inspected in less 
than a minute. 

He neither knows nor cares how 
long it takes to check the brake fluid 
level. But’s a great satisfaction to him 
to know that all of these things have 
been done. At too many service sta- 
tions he’s not getting that kind of satis- 
faction. 


Why the Package Deal? 


Offering a combination of service 
and merchandise wrapped up in a 
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special service package is a technique 
that has worked well for car dealers 
for many years. 

Here’s the way one car dealer does 
it. He offers to perform a total of 
39 service steps for $16.95. The whole 
deal is built around seven basic serv- 
ices. These are: 

Lubrication. 

Oil change 

Drain and flush radiator. 
Repack front wheel bearings. 
Focus headlights. 

Tuneup. 

e Check wheel alignment. 

Most or all of these services are 
offered by many service stations. But 
that’s unimportant. Variations on the 
plan are unlimited. 

You can learn something by a little 
study of this package offer. It’s broken 
down into groups of related services. 
The cooling system service, for in- 
stance, would be described on most 
service station job tickets as consisting 
of two items: Drain and flush radiator; 
add rust inhibitor. 

In the car dealer special package, 
cooling system service consists of 
seven steps, including such minor serv- 
ices as checking hose connections, 
thermostat and fan belt. They do 
approximately the same thing in both 
places, but the way the car dealer 
describes it, it sounds like more. 

Now stop and ask yourself, which 
is the better job description—the 
short simple one, or the one with all 
the details? You'll have to answer that 
the detailed description is better. It 
does more than impress the customer. 
It is actually a much more accurate 
picture of what has been done. 


It’s Salesmanship in Print 


In other subtle ways this car deal- 
er’s service special can give oil mar- 
keters some useful hints. He doesn’t 
just list lubrication, or even chassis 
lubrication. His wording is “Lubricate 
entire chassis.” 

He doesn’t just check tires—he 
check ail tires. And tuneup becomes 
“Tune motor scientifically.” When he 
gets to the brakes his phrasing is: 
“Inspect brake lining and report.” In 
many other ways, this package deal 

(Continued on page 128) 
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Tires—Batteries—Accessories 





(Continued from page 127) 
succeeds in giving significance to a lot 
of little services too often taken for 
granted around a service station. 

Oil Marketing Needs It—Here and 
there across the country some service 
station operators have worked out 
package deals of their own. Merchan- 
dising men in many oil marketing 
companies have often thought the idea 
had merit, but it hasn’t been pushed. 
Lately more oil marketers have been 
giving it serious thought. 

Last spring Standard of Kentucky 
promoted a package deal called a 
Spring Check-Up. The company pro- 
vided- dealers with a printed Spring 
Check-Up Certificate. The certificate 
lists 12 items to be inspected or 
checked in one column, and 12 serv- 
ices rendered in another column, with 
a place for the dealer’s signature. 

Standard of Ohio’s annual Guaran- 
teed Starting is a kind of package deal. 


What's New in 


So too are the many Guaranteed 
Radiator Protection programs which 
have come into use in recent years. 

This season American Oil is trying 
out a package deal called the Fall 
Changeover Special. It’s a simple cam- 
paign. A handbill lists 12 services 
beginning with lubrication and oil 
change. Dealers can order a supply 
imprinted with their name and address 
and whatever price they choose for the 
package of 12 services. 

It only takes a little organized sup- 
port to make package deals popular 
and practical. There are in fact a lot 
of dealers who'd like to try them, but 
theyll never do it if they have to 
think up their own programs and buy 
their own printing. 

There’s quite a little sentiment 
building up today in favor of this 
method of promoting dealer services. 
Under one name or another, look for 
more package deals to appaer. = 


TBA... 





Packaged rock salt 


. .. marketed under the trade name of 
Sterling Halite Melting Crystals en- 
joyed a record-breaking 25% sales in- 
crease last season, says the manufac- 
turer, International Salt Co. Inc., 
Scranton, Pa. Packaged in 10-, 25- 
and 100-lb. white paper bags printed 
in blue and red, Sterling Halite will 
be backed with spot radio announce- 
ments and consumer advertising in 
cartoon form in newspaper sports 
pages and Sunday supplements. Serv- 
ice station operators will be urged to 
promote its sale by using it around 
pump islands and on station sidewalks 
and steps. 


Free antifreeze 


. . with a pair of snow tread tires is 
the latest promotion offer by General 
Tire dealers. Two gallons of General’s 
private brand glycol antifreeze go 
with the purchase of each pair of 
Winter Cleats, says the advertising. In 
one area the local General dealers 
also threw in two extra wheels free of 
charge, making it possible for the car 
owner to switch from winter to sum- 
mer treads and back again at any 
time with a minimum of time and 
trouble. 


Private brand wiper blades 

... are now part of the Pure Oil Co. 
TBA line. Cartons for the new blades 
will carry the “Pure” brand, in place 
of the nationally advertised brand 
sold by Pure for many years past. 
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Valvoline antifreeze 


. is the latest private brand to ap- 
pear among oil marketers. Both glycol 
and methanol types are being sold this 
season bearing the brand name of 
Ashland’s Valvoline subsidiary. The 
new antifreeze has been added to the 
line of Ashland Oil Co., and all its 
marketing subsidiaries, including 
Aetna, Frontier, Galena and Valvo- 
line. 


Snow blade 


. . . is six inches long and can be 
quickly attached and detached from 
any wiper arm. The manufacturer, 
Anderson Co., Gary, Ind., at the same 
time is introducing an adjustable re- 
placement arm that applies pressure 
at the rate of an ounce per inch of 
blade length, said to make a snow 
blade unnecessary. Anderson has also 
developed a pressure indicator said 
to be suitable for use at service sta- 
tions for checking and adjusting wiper 
arm pressure for storm conditions. 


Wiper arm spring 


. . sold under the trade name of 
“Zippy”, is a device that can be 
snapped on to any wiper blade to re- 
store tension. It is being offered as a 
companion item for sale whenever 
wiper blades are replaced, and is said 
to be especially effective on wrap- 
around windshields and for storm con- 
ditions. Manufacturer is Brasco Prod- 
ucts, 2104 E. 100th St., Cleveland 6, 
Ohio. 


New antifreeze ads 


. . . run in consumer magazines this 
season by National Carbon, for the 
first time are given over entirely to 
educating car owners on the value of 
a careful check of the cooling system 
when antifreeze is installed. Eight 


copy blocks and photos explain the 
eight steps the dealer should follow. 
Most prominent parts of the headline 
are the words: “Any Anti-Freeze”, 
while the brand name “Prestone” only 
appears in small type at the bottom of 
the page. 


Special service truck tire 


. . is said to be 35% improved over 
Goodyear’s predecessor line of mud 
and snow tires. Called the Hi-Miler 
Xtra Grip, it features a broader, 
flatter tread to curb swaying and 
weaving, and tread lug arrangement 
that tones down noise and makes the 
tire smoother running. Available in 
tubeless or tube-type construction in 
sizes 600-16 through 10.00-22 tube- 
type, and 600-16 through 11-24.5 
tubeless, with most sizes offered in 
nylon. 


Very, very low prices 


. was the implication in a tire ad 
run recently in a local newspaper by 
a Firestone store. Under a “Tire Sale” 
headline the copy reads: “prices too 
low to print! New . . . Used. . . Re- 
caps. We’ve got the tire for you. . 
at the prices you want to pay.” 


Starting fluid bulletin 


. . . discusses ether and ether-heptane 
compounds as an aid in the quick 
starting of gasoline and diesel engines 
under difficult conditions. Benefits of 
immediate starting for all kinds of 
engines, including small mower and 
outboard types, are reviewed. Com- 
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parisons are drawn between meihoJ 
of fluid injection, including spraying « 
mist from a small aerosol container 
into the air intake. Copies of Bulletin 
83-40 can be obtained from The 
Wilco Co., 4425 Bandini Blvd., Los 
Angeles 23, Cal. 


Air filter service kit 


. . is being offered to service station 
operators by Fram Corp. Kit includes 
a wall poster showing which cars are 
equipped with the new filtronic carbu- 
retor air filters; and application chart; 
and a supply of service information 
folders to be handed out to customers. 


Allstate tires and batteries 


. . are now getting the support of 
national advertising in consumer mag- 
azines. First two-page, four-color 
spread to appear in the Saturday 
Evening Post featured the Allstate 
Silent Guardsman Nylon tire, “guar- 
anteed until 1960 no matter how 
many miles you drive.” Only price 
quoted was $10 down and “about $9 
a month.” A definite price of $16.45 
was quoted for a premium battery 
with a four-year guarantee. 


Car floor mats 


. are molded to fit over the center 
hump. Features are a non-skid back 
and triple-reinforced heel pad. Avail- 
able in ten harmonizing pastel colors, 
packed in cartons with die-cut center 
opening for easy color identification. 
Manufacturer is Kraco Products Inc., 
2411 N. Santa Fe Ave., Compton, 
Calif. 


Truck tire catalog 


. . . has been issued by Lee Rubber 
& Tire Corp., Conshohoken, Pa. In- 
cluded in the 16-page booklet are 
facts about job payload performance 
as well as information about Lee’s 
complete line of truck tires for on and 
off the highway use. Identified as 
Catalog C-414, 


Boxtop offer 


. . . is being made for the first time 
to the individual motorist who installs 
a Fram replacement filter cartridge. 
For $1 and a boxtop from any Fram 
oil or air filter, the customer can get 
a 4-piece Chef Sepe pizza set, de- 
scribed in Fram consumer advertising 
as having a retail price of $3.37. 


(Continued on page 130) 
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120-TRUCK FLEET 
|S h-) 3 Es a FO) 
EXCLUSIVELY 


Hugh Breeding, Inc., Tulsa, Oklahoma, serves the oil industry 
with a massive fleet of modern trucks and trailers all equipped 
with Hewitt-Robins hose. Tank trailers handle gasoline, fuel oil, 
jet fuel, hot road oil and similar petroleum products with 
Maltese Cross tank car hose; and LPG trailers are equipped 
with Maltese Cross propane-butane hose. 

Both types of H-R hose provide peak performance demanded 
by petroleum haulers. Their safety, flexibility, and ease of han- 
dling are appreciated by drivers. Their stamina, built-in tough- 
ness, and long service life appeal to cost-conscious management. 
To find out how H-R products and services can help you, consult 
your classified telephone directory for the nearest H-R repre- 
sentative, or contact Hewitt-Robins, Stamford, Connecticut. 


CONVEYOR BELTING AND IDLERS...POWER TRANSMISSION DRIVES 
INDUSTRIAL HOSE...VIBRATING CONVEYORS, SCREENS & SHAKEOUTS 
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Research men are hard at work helpin g 
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More Than Forty Years Of Leadership In Petroleum Refining Technology 
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make petroleum products 


Fini np mies 


Wherever you look in the great oil refin- 
ing industry you'll find scientists and re- 
search technicians burning the midnight 
oil to provide better things from petro- 
leum. As these men of science improve 
product quality and usefulness, devise more 
productive and economical methods of 
manufacture, they are contributing greatly 
to the ultimate profitable sale of an end 
product best suited to the consumer’s need 
and pocketbook. Here at UOP, although 
we've never sold a gallon of gasoline, we 
feel sure that our staff of scientists and 


3 
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¥ 


oy rig 


engineers has played an important pert in 
making and keeping petroleum products 
salable and buyable. For more than forty 
years UOP has been developing ideas to 
improve petroleum refining technology and 
the products that come from it and making 
these available to refiners the free world 
over. Whatever the future needs of your 
customers may be you can depend on the 
men of science at UOP and throughout 
our industry to develop the processes and 
techniques that will continuously keep the 
products you sell abreast of public demand. 


UNIVERSAL O1L PRODUCTS COMPANY 


% 30 Algonquin Road, Des Plaines, Illinois, U.S. A. 
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Yew A Complete Line of STEBER 
Equipment for Better Station Lighting 


STEBER FLUORESCENT 
AREA FLOODLIGHT 


New Series TFL floodlights are streamlined, all-aluminum 
lightweight units designed for High Output Rapid Start— 
Power Groove and VHO lamps. Removable Plexiglass doors. 
Snap-on inner reflectors assure efficient light beams. Mounting 
clamp for universal aiming of single and dual installations. 


300 TO 1500 WATT FLOODLIGHTS 


y / Enclosed Steber Floodlights accommodate 300 to 1500 
watt incandescent or 400 watt mercury vapor lamps. 
Special adapter available for mercury lamp ballasts. 


ELLIPTICAL FLOODLIGHTS 


Series 6000 open elliptical floodlights with porcelain wS 
enamel! or aluminum reflectors. For 300 to 1500 watt a 
incandescent and 400 watt mercury vapor lamps. 


o 


Yew HEAVY DUTY HINGED POLES 


Available in 16’, 18’, 20’ and 24’ heights, stand- 
ard or heavy duty construction. Balanced design 
for easy lowering and raising of top section. De- 
signed for heavy loads such as fluorescent and 
mercury vapor floodlights with pole top mounted 
ballasts. 


Steber Skyliners—the units with wrap around 
doors—have up to 60% more lighting emit- 
ting area. Four, 8, 12 and 16-foot basic 
units. All alumi " int e free and 
best looking T-lights. Steberlites mount along 
channel cover for special lighting effects. 











New Open Type Skyliners use 6 or 8 eight-foot fluor- 
escent lamps. Mount on straight or modern Steber 
Davit poles. 


Steber units feature convenient wiring compartments, easy mounting, 
minimum maintenance. Modern materials and special finishes like 
exclusive Steber ANODAL, assure the best in service station lighting. 
You can pay more but you can’t buy better lighting equipment. 


Write for special service station lighting literature. Get the specifications on all the Steber 
products designed to help you light up better for less. 


Lighting Units KIOWA for Every Weed 


STEBER MANUFACTURING CO. e Dept. 88 Broadview, Illinois 


STEBER MFG. CO. OF CALIFORNIA, Inc. STEBER-WOODHOUSE, LTD. 
242 So. Anderson St., Los Angeles 33, Calif. 33 Ingram Drive, Toronto, Canada 














News About TBA People 





A realignment of executive person- 
nel at Kelly-Springfield Tire Co., 
Cumberland, Md., includes the fol- 
lowing: 

George B. Newman has _ been 
named executive vice president. He 
was with Goodyear in numerous sales 
and executive capacities from 1928 
to 1954, when he was made assistant 
to the president at Kelly, and later a 
vice president. 

Marion T. Powers, who was named 
vice president-sales in 1954, will con- 
tinue in that capacity. He joined Kelly 
in 1944 as field sales manager, coming 
from a_ sales executive post with 
Chrysler Corp. 

Arthur A. Verner is now vice pres- 
ident-export sales. Since 1946 he was 
export sales manager. Before that he 
was head of the economics depart- 
ment of Georgetown University. 


Arthur H. Newman has been named 
service engineer for Champion Spark 
Plug Co., covering the northwestern 
part of the United States. Newman 
was formerly a Champion sales rep- 
resentative. 


ee Donald E. 


Cluck is the new 
general sales man- 
ager of the Si- 
moniz Co., Chi- 
cago. He was 
previously _ divi- 
sion and regional 
manager in Cleve- 
land and New 
York, respec- 
tively. A former 

—_ oil man, Cluck 
was at one time with Standard Oil Co. 
(Indiana). 


John H. 

Scherer is new 

vice president 

and director of 

marketing and 

sales for Ther- 

moid Co. He suc- 

ceeds Raymond 

F. Allen. He was 

previously gen- 

eral sales man- 

ager of the can 

division of Crown 

Cork & Seal Co., and before that was 

vice president in charge of sales of 

the Permacel Tape Corp., a Johnson 
& Johnson subsidiary. 
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ALCOHOLS 


OR GLYCOLS 


can with CROWN 


There are CROWN containers for any size package 
. internal coatings against any ingredients .. . 

colorfully lithographed for maximum eye appeal... 

delivered to suit your production schedules. 


Complete package design and merchandising assist- 
ance...modern lithography equipment and 
techniques . . . experienced research and engineering 
service ... all come with that extra touch of CROWN 
personal attention. 


Write for your copy of “Mr. Packager” . . . infor- 
mation on CROWN ’s automatic filler control system. 
Crown Cork & Seal Company, Inc., Can Division, 
9340 Ashton Road, Philadelphia 36, Pa. 


whatever you can... call on 


CROWN CORK & SEAL COMPANY, INC. 


MANUFACTURERS OF CLOSURES, CONTAINERS AND MACHINERY 
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THIS OIL BURNER NOZZLE contains no trace of sludge 
after 90 days of continuous operation with a heating oil 


containing Du Pont FOA-2. It had previously fouled every 
30 days when operating with the same fuel without FOA-2. 


CLEAN NOZZLES ee eone example 


of the fuel system efficiency FOA-2 helps you provide 
BY W. E. BETTONEY 


When sludge-clogged nozzles and fil- 
ter screens cause stoppage or reduce 
the efficiency of an oil heating system, 
the fuel often gets the blame. And the 
oil company may lose a customer... 
or lose profit because of the additional 
service required. 

You can help prevent sludge from 
forming by simply adding DuPont 
Fuel Oil Additive No. 2 (FOA-2) to 
your heating oil stocks at the refinery. 
The same additive will also reduce any 
build-up of sludge that may previous- 





W. E. Bettoney is addi- 
tives manager for the 
DuPont Petroleum 
Chemicals Division's 
Eastern Region, with 
headquarters in New 
York City. He previous- 
ly was assistant director 
of the DuPont Petro- 
leum Laboratory. 
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ly have formed. By reducing customer 
complaints, FOA-2 can help you pro- 
tect your present business and also 
build a decided brand preference for 
your fuel oil. 


Solubilizer and dispersant 
FOA-2 delivers a high degree of pro- 
tection against sludge because it is a 
solubilizer and dispersant as well as 
a stabilizer. It minimizes incompati- 
bility between mixed fuels. Being non- 


metallic, FOA-2 is ashless, too. This 
means that it burns completely, leav- 
ing no deposit to interfere with the 
operation of electrical controls. 

To gain its advantages, try Du Pont 
FOA-2 in your own fuel oil stocks 
now. Ask any Petroleum Chemicals 
Division representative for free sam- 
ples and the new descriptive booklet, 
or write E. I. du Pont de Nemours & 
Co. (Inc.), Petroleum Chemicals Di- 
vision, Wilmington 98, Delaware. 


SEE DU PONT'S "SHOW OF THE MONTH'' ON CBS 


Tetraethyl Lead 


eee through Chemistry 


and other 


Petroleum Additives 
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Air Suspension Poses Service Problems 


AIR SUSPENSION is bringing new service 
problems—as well as new TBA sales opportuni- 
ties—to your stations’ doorsteps. 

Ten makes of cars produced by Ford, General 
Motors and American Motors will offer air sus- 
pension as an option in 1958. Chevrolet aims 
to equip about 25% of its total passenger car pro- 
duction with air suspension; E. N. Cole, Chevrolet 
general manager and GM vice president, believes 
air suspension is destined for as rapid a rise in 
popularity as automatic transmission. 

Auto service engineers strongly recommend that 
manufacturers’ service manuals be consulted before 
any service or adjustment of these new suspension 
systems is attempted. Requirements for each sys- 
tem vary in some respects. 

Major repair of the systems probably will re- 
main a shop function. But there are at least six 
maintenance, minor repair and periodic service 
jobs that fall naturally into the service station’s 
province: 

e Regular draining of the air reservoir to rid 
the system of moisture and oil each time the car 
is lubricated; 


e Cleaning of air intake filters at specified mile- 


ages for all air suspension cars but the Cadillac; 
¢ Replacement of intake filters on the system; 


e Checking the oil level in the reservoir sup- 
plying the air compressor; 

e Supplying the system on one make of car 
with alcohol during freezing weather, to prevent 
freeze-up of the system; 

e Replacement of compressor belts. Air suspen- 
sion systems are still new enough that field service 
experience is somewhat limited. It’s entirely pos- 
sible that as more of these cars hit the road, some 
service procedures now recommended may be 
either changed or dropped, or new ones added. 

But as it looks now, it appears that some of 
the services required by this new suspension system 
may warrant extra service charges whenever a car 
is lubricated. 


@ Want a full rundown of air suspension services 
required by each particular make, plus a list of 
precautions to take when servicing an air suspen- 
sion on a hoist, towing or jacking it? It's available 
on request. Write Reader Service Department, 
National Petroleum News, 330 West 42nd St., New 
York 36, N.Y. Just ask for Data Sheet AS-I. 


AEA’s New Engine Tuneup Manuals Ready 


A NEW ENGINE tuneup manual for today’s cars 
has been prepared by the Automotive Electric 
Assn., and is now available (16223 Meyers, De- 
troit 35). 

J. Howard Reed, executive secretary of the 
association, says purpose of the new AEA Tune- 
Up Manual is to help automotive mechanics do 
a better and quicker tune-up of modern engines 
by providing information on the What, When and 
How of tuneup work. 

The manual emphasizes reasons why certain 
jobs should be done in a certain manner—either 
periodically as a preventive service, or for the 
purpose of eliminating or correcting specific ills. 

The manual recommends restoration of manu- 
facturer’s specifications through adjustment, clean- 
ing, repair, reconditioning and replacement of 
electrical and fuel system components which affect 
performance and economy. 

A background of general information on igni- 
tion, carburetion and compression is included in 
the manual. Copies are available through AEA 
at $1 each. 

In addition, AEA has prepared a new series 
of 1957 tuneup charts covering all 1957 model 


By HOLGER RIDDER 
Automotive Editor 
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cars. Called a Tune-Up System, it includes indi- 
vidual charts for every 1957 make and model of 
car, and specifications on many of the ignition 
and carburetor power packages offered as options 
on 1957 models. 

A special feature of the new series is a special 
chart booklet covering the 1957 wiring diagrams. 
Price of the 1957 series is $3. 


New Smogstopper? 


A MODERN TWIST on the old art of ceramics 
may help reduce the role of auto exhaust in smog 
and air pollution. The secret: A catalytic ceramic 
coating for piston heads. 


The developers—scientists at Armour Research 
Foundation of Illinois Institute of Technology— 
say it promises to reduce the amount of carbon 
monoxide and unburned hydrocarbons in exhaust 
gas. ARF reports, “There also is evidence that the 
coating will permit higher surface combustion tem- 
peratures and thus reduce carbon formation and 
lead oxide condensation . . . [and might] catalyze 
surface combustion rate sufficiently to warrant 
reduction of anti-knock additives in gasoline, mini- 
mizing the problem of ‘poisoning’ by lead oxide.”& 





—with an Automatic, High-Speed 
FMC “Non-Shock” Caser 


Now you can case canned oil continuously and 
automatically at highest speed, with maximum 
protection against damage to cans and litho- 
graphing. 

The FMC “Non-Shock” Caser, perfected orig- 
inally for casing delicate, vacuum-packed fruits 
and vegetables, has been widely accepted by the 
oil industry to speed up operations, cut man- 
power requirements, and overcome can damage 
and product loss. 

Complete details are available on request. Ask 
for your copy of our new bulletin No. 701-W on 
“FMC M&S Oil Fillers,” too, or call your nearest 
FMC representative. 


NO ROLLING OR 
BEAD-TO-BODY IMPACT 


Cans ente: the machine 
upright, move smoothly 
along woven wire belt, 
are transferred gently . 
to the case. 


NO CAN ELEVATOR REQUIRED 


FMC “Non-Shock” Caser pays big dividends in high capacity and 
gentle can handling at The Pure Oil Company's Cincinnati plant. 


nb case opaoapeban terial 
Ine 


Canning Machinery Division 
WESTERN: SAN ian cans Sans HOOPESTON, ILL. 


Cans are delivered to 
the continuous feed 
belt through a 90° 
twister, avoiding dent- 
ing, spreading of can 
seams and leaking. 
Scraping and scratch- 
ing of lithographing is 
also prevented. 


NATIONAL 


Fully illustrated ‘‘Non- 
Shock"’ Caser Facts 
Bulletin Vol. V No. 1 
is yours for the asking. 
Better yet, call your 
FMC representative 
today for complete in- 
formation! 
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NLGI Convention 


Happy Days 


AFTER YEARS of seeing lubricating 
grease consumption per car go down 
with the drop in chassis lube points, 
National Lubricating Grease Institute 
sees a big new market opening up. 

The federal highway building pro- 
gram—originally set up for 13 years, 
but which now may be longer—will 
put a lot of road building equipment 
to work. And to work properly, this 
equipment must be greased. 

What It Means—It adds up to a 
multi-million-pound grease market an- 
nually. “Through 1959,” says Jack W. 
Lane, NLGI head, “the estimated re- 
quirements for gear lubes and greases 
are 22-million pounds.” 

That’s about half the picture. Lane 
adds that new industries will follow 
the new highways. Construction equip- 
ment will help build those new plants. 
They, too, must be greased. 

“This additional grease market is 
substantial,” Lane points out. “It can 
become as big as the road building 
program.” 

Some of these new industries will 
be part of the new lube market, too. 
Their machinery must be maintained 
—as must the trucks they use. 

Lane also points out that there’s 
an additional lube grease market. 
There will be annual maintenance of 
federal-built roads, which will require 
road building equipment that needs to 
be serviced. 

More Green Fields—NLGI has 
other irons in the fire for the future. 
It’s going to stress promotion and 
marketing of its product. It has over 
$30,000 invested in a promotional 
color sound film, “Grease, The Magic 
Film,” that is available for schools, 
service clubs, and similar groups to 
get the lubricating grease story across. 
Over $19,000 worth of prints have 
already been sold to members. 

In addition to finding new users for 
lubes, NLGI wants to (1) have lubes 
packaged more attractively; (2) make 
them easier to use; and (3) find ways 
of convincing equipment designers 
and users that their greases can be an 
effective, dependable lubricant. 

Already working closely with tech- 
nical groups, NLGI plans to push its 
promotional and educational campaign 
at the user level to get the message 
across to contractors, truckers, bus 
operators and industrial groups. 

NLGI is going to find out more 
about the industry it represents. This 
year it will survey its members to 





Are Here Again 


come up—for the first time—with 
production figures by types of soap 
bases used. If it works out, the sur- 
vey will be an annual one. Main 
reason for the survey: to come up 
with a fairly accurate figure on the 
size of the national lube grease mar- 


ket, so that NLGI members can see 
what part of that total market is theirs. 

And for better communications be- 
tween members and those they are 
selling the product to, NLGI is work- 
ing out definitions of industry-wide 
terms and expressions. 





‘POWER 





22” Wide 
6’ Long 


1500 MA Ballast 
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GLO-RITE STF-64PG 

AREA LITE 

Equipped with Very High 

Lumen Output Power Groove Tubes 


All aluminum cover Flood Light fixture 


Uses four (4) 175-watt Power groove (VHO) Tubes 


Aluminum alloy, fully adjustable mounting device 
Hinged ribbed clear door covering of butyrate resin 
Stainless Steel hardware 

Recommended mounting height: 16’ to 20’ 

Area of illumination: approximately 60’ radius, with 
1-foot candle horizontal at perimeter 


















































That’s right! You don’t have to stand 
and hold this Nozzle in the fill-pipe. 
Just lift the lever, engage hold-open 
latch and while it fills the tank you 
can take advantage of its “customer- 
attention time” features . . . to check 
the battery, the radiator—sell more 
oil, more extras—confident that you 
are using the safest Fully Automatic 
Nozzle available. 

When the tank is filled the Nozzle 
shuts off automatically. No overflows, 
no gas stains to clean off, no angry 
customers. 


Stop working for your pump 
nozzle! Get the Nozzle that 
works for you — OPW’s No. 
1811-H Fil-O-Matic. 


NOW .. Q) avproven 
WITH HOLD-OPEN LATCH. 





Customer Attention Time with 


OPW’s No. I8Il-H 
FULLY AUTOMATIC 
_ SHUT-OFF NOZZLE 


an 


One of the greatest 
labor savers ever 
invented fot 
service stations ! 


OPW CORPORATION 


2735 COLERAIN AVE., CINCINNATI 25, OHIO © Kirby 1-5400 
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WANTED 


New Oil Marketing Equipment 


A variety of needs for today and tomorrow show up in this new 
NPN survey. Some call for new devices, others for modification— 
while some are purely wishful thinking 


GET TOGETHER with a group of operations 
men—or equipment makers and sellers—and 
they’re likely to come up with ideas for im- 
proving today’s equipment for greater efficiency 
tomorrow. 

Sometimes the suggestions seem pretty wild. 
But much of the time they’re the result of ex- 
perienced needs. 

To find out what the biggest needs are to- 
day, NPN surveyed many top operations man- 
agers, other marketers and a number of equip- 
ment manufacturers and jobbers. 

Two themes dominated NPN’s discussions 
with these groups: “We need more mechani- 
zation,” and “Let’s keep the cost down.” 
Equipment manufacturers are quick to note 
that these two thoughts aren’t always compat- 
ible. 

: With a few exceptions, the marketers sur- 
veyed think highly of present equipment. Few 
major criticisms were expressed. But they still 
expect improvements to come through ex- 
perience, technical progress and ingenuity. 

Here are the needs that top the marketers’ 
and manufacturers’ list; 


EVGEE Universal Lift 


Marketers want an all-purpose lift that re- 
tains the utmost in accessibility, with a super- 
structure that can be readily altered to fit cars 
of the future. 

Radical changes in passenger car frames are 
a growing problem to oil marketers. At the 
same time, lift functions are multiplying at the 
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service station. There’s an increasing amount 
of brake work, and new problems with small 
foreign cars. 

There’s more tire, muffler and shock absor- 
ber work being done at stations than ever 
before. And more filters and other accessories 
can be replaced only with the car on the lift. 

Lift manufacturers are concentrating mostly 
on improving present equipment, marketers 
say. New designs are bringing superstructures 
lower to give the utmost under-car clearance. 
New roll-on models feature wider runways or 
adjustable runways to accommodate a range 
of car widths. 

One manufacturer offers a frame contact lift 
designed so that the superstructure can be 
swung at right angles to the car, thus affording 
a little more flexibility. 

(A dual-cylinder lift fitted with two super- 
structures, a free-wheel and a roll-on, was 
patented 20 years ago, but never built. High 
cost was the big reason.) 


WEEE Automatic Pumps 


The objective is fully automatic gasoline 
dispensing. Many marketers think that day will 
come, in time and by degrees. They're not cer- 
tain what form the new dispensers will take, 
but they point to the automatic nozzle, already 
here, and the proposed preset meter. 

“I look for the eventual development of 
the completely automatic pump,” says an 
equipment engineer, “using pushbuttons com- 
bined with the automatic nozzle to deliver gas- 
oline while the dealer does something else. As 





car registrations mount, peak loads at many 
stations are a problem.” 

There should be a new approach to gaso- 
line dispensing, adds a marketing engineer. 
Designers should start from the ground up and 
work out a wholly new concept, he suggests. 

What they'll arrive at could be a lower 
pump, a wider pump, a slope-sided pump, or 
some kind of an overhead unit. It could in- 
corporate push buttons for starting and stop- 
ping, ticket printers, remote recorders, or credit 
card imprinters. 

It could even provide a computer dial visible 
to both the customer and the pump operator. 

Why not a coin-in-the-slot pump for the 
after-hours motorist, asks an equipment engi- 
neer? You could install an electric eye to light 
up the pump when a car approaches, and a 
coin changer to produce the right coins. 

Many expect to see new forms of blending 
pumps. They could blend gasoline at the serv- 
ice station or bulk plant, as well as mix gaso- 
line and oil for the marine trade. Other pre- 
dictions include pipe lines to supply some 
stations; and tight-fill connections from dis- 
penser to car. 

Only the computer has to be at the pump 
island, many marketers say. Possible relocation 
of other parts of a conventional pump opens a 
wide field for the inventive mind, they point 
out. 


WME Conservation Aids 


Improved vents and gages for bulk storage 
tanks must be developed, say marketing engi- 
neers. Aside from the economics of product 
loss, the quality of today’s more volatile fuels 
must be conserved by guarding against too 
rapid evaporation of light ends. 

Vapor-tight equipment at all points from 
bulk station to storage may be the ultimate 
answer. In the process you'll see bottom load- 
ing of tank trucks become an accepted practice, 
operating men predict. 

Remote pumps especially designed for bulk 
plants are another need, says an equipment 
jobber. Older bulk plants sometimes have va- 
por lock trouble with more volatile fuels. And 
the new combinations of small bulk plants 
with service stations can use pump and valve 
equipment that will supply both the loading 
rack and the dispensers. 

Speed hasn’t been forgotten, either. One 
engineer thinks a thorough study of meters and 
air eliminators will point the way to faster 
flow rates. As a starter he suggests trying a 4” 
air eliminator on a 3” meter to see how the 
flow rate increases. 


UEVIETY Better Stations 


Lower-cost prefabs would ring the bell with 
most marketers. Prefabs give top quality build- 
ings, they say, but always wind up with an 
over-all station cost as high or higher than 
masonry. 

There’s also interest in a more durable in- 
terior finish for stations. “We need something 
approaching the quality of porcelain without 
the cost,” says one oil marketer. Ideas range 
from stainless steel or aluminum down to im- 
proved paints. 

Cleaner washrooms might result from wider 
use of foot treadle faucets; wide stainless grids 
for basin drains; hot air dryers; and perhaps 
even electric-eye doors. 

Isn’t there a better way of gaging under- 
ground storage than by sticking the tanks? asks 
one marketer. Why not a perfected lube oil 
hose at the pump island? asks another. 

Other ideas call for a small private office 
space for the dealer; more use of meeting room 
facilities in larger stations; duplicate air and 
water outlets for pump island and driveway. 


UE More Light 


Most marketers seem to want more light for 
the same fixture dollar. A few say “they’d be 
willing to pay for something better than we 
now have.” 

Generally they want to brighten up their 
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stations. There’s a market for a high-mounted, 
high-power light that will cover a broad area. 

Coming improvements in light sources may 
make that possible. Fixture manufacturers point 
out that fluorescents, once confined to island 
lighting, now appear in more and more area 
lights. But oil men say they'll have stiff com- 
petition from incandescents, because of low 
initial cost, and mercury-vapor floods, because 
of much longer life. And don’t overlook the 
growing size of the dealer’s monthly light bill, 
they add. 

A new use for lights is suggested by one 
manufacturer. He believes the big, multi-island 
highway stations need green signal lights to 
guide the motorist into the proper lane. 


WANTED Low-Cost Tuneup Tester 


Easy to operate, inexpensive engine testers 
for tuneup work would fill a real need, some 
marketers believe. One suggests it’s logical for 
stations to replace contact points even if they 
don’t attempt other electrical repairs. He thinks 
a simple device for checking dwell angle would 
help many dealers. 

A device for checking the entire starting 
system is also needed, says another man. He 
likes the simple, low-cost battery testers his 
company offers its dealers. Why not something 
similar for starter, generator and voltage regu- 
lator, he asks? 


LEU New Brake Tools 


Dealers could use a compact shoe grinder 
and drum lathe designed especially for stations, 
one marketer believes. 

Most stations in the brake business dismount 
wheels and send them to an outside shop for 
shoe and drum work. That wastes too much 
time, he thinks, and ties up station facilties. 


WENT 11 More Improvements 


Air compressors built on the rotary or tur- 
bine principle promise longer life with less 
maintenance. Oil marketers would like to see 
them developed. Some manufacturers believe 
they can be. 

Loading arms operated with air power might 
pay off in the future, as the trend to faster 
loading calls for heavier equipment. 

Improved cargo hose handling equipment is 
needed by some. Cargo hose is growing heavier 
and harder to handle as the diameters keep 
going up. 
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Equipment 


Pump island cash registers. There’s need for 
an island register mounting, combining credit 
card and sales ticket facilities, says a major 
marketer. (A station operator has invented 
such a unit, NPN—May ’57, p160.) 

Most of the units are too far from the point 
of sale now, this marketer believes. Studies 
show that at least half the time spent on a 
gasoline transaction goes for making change, 
he reports. 

A compact can crusher, low-priced and foot- 
operated, would help keep pump islands clean, 
many marketers say. 

Lube accessories could speed up manual 
operations, a marketer believes. Wheel bearing 
repack takes 30 minutes, should take but 10, 
he says. 

Mechanized controls for hose reels, pumps 
and valves can be developed, say both marke- 
ters and equipment engineers.* There might be 
an advantage in hydraulic operation of emer- 
gency valves, one engineer suggests. And why 
not remote control from the nozzle end of the 
fuel oil hose, via the static wire, asks an equip- 
ment jobber? 

Larger hose reels, nozzles, truck pumps and 
related units are wanted for aircraft refueling. 
Loading speeds of 1,200 gpm would be fine, 
marketers say, if coupled with very sensitive 
controls. 

A compact tire service fixture would save 
many steps, says a marketer. It could be 
mounted between bays, and would draw to- 
gether in one spot the tube vulcanizer, tire 
changer, air line and related tools. Comments 
another: “I wish someone would mechanize 
fixing a flat tire. It’s an unwelcome job at 
stations today.” 

And why not mechanization for windshield 
cleaning, asks another? 

A merchandiser sums it up when he con- 
cludes: “There are still lots of manual tasks that 
can be speeded up with new and better tools.” 


*For a new hydraulic control system, (NPN— 
Nov. 1957, p. 167). 





POWER GROOVE | 


POSITIVE DIRECTIONAL CONTROL 


AREA ILLUMINATOR 4-DLPG 


Here is our sensational “Directo-Lume”, the flood- 
light that gives you POSITIVE directional control 
with minimum light spillage, now equipped for 
amazing G.E. POWER GROOVE operation! Now pos- 
sible to get TWICE the illumination from a 4-ft. 
“Directo-Lume” heretofore possible only from an 
8-foot unit. Lamp life expectancy 5000 hours based 
on 3 hours burning per ignition! 


Lighter in weight. Less wind resistance. Smaller, 
neater in appearance, because unit is only 4 feet 
long instead of commonly accepted 6-foot length. 
Exhaustive tests prove “Directo-Lume” design 
MOST PRACTICAL for POWER GROOVE operation. 2 
lamps per ballast operation. An extremely HIGH 
OUTPUT fixture of finest quality at a very REASON- 
ABLE price! Write, NOW, for details and prices! 


NEW UTILITY ““ANGLE-LUME’”’) POWER GROOVE 


8-UAPG-4 & 8-UAPG-2 
(4 Lamps) ( 2 Lamps) 


MORE LIGHT—REAL ECONOMY 


Our extremely popular 


UTILITY “Angle-Lume” 





island lights, now also POWER GROOVE equipped 
to give you twice the light at low, low cost! Here 
is a truly remarkable buy—modest price, plus 
amazing efficiency, long trouble-free life, bridge- 
like strength and easy installation. Available as 4 
or 2 lamp unit. Write, NOW, for attractive prices 
and details! 


MANUFACTURING COMPANY 


1736 Dreman Ave., Cincinnati 2 


Bm @) alte 
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Stipe 


Profile at right shows 
why there is an abso- 
lute minimum loss of 
light to the rear and 
top of DIRECTO-LUME. 
You might say “IT’S 
THE SHAPE THAT 
DOES IT!” 


FAST, POSITIVE 
ADJUSTMENT 
MOUNTING 
BRACKET 


The most versatile and dur- 
able Mounting Bracket ever 
developed! Angle adjusted by 
turning ONE adjustment bolt! 
Fits any standard size 2” 
nipple. No special wiring 
boxes needed . . . accessibil- 
ity to all connections through 
weatherproof inspection plate. 


WRITE FOR 
FREE CATALOG 


This value-packed catalog will 
help you solve your lighting 
problems and save you money 
when building or moderniz- 
ing one to a thousand serv- 
ice stations. Get your FREE 
copy, today! 





NAOEJ 


Demand Gets Bigger—And More Complex 


FOR EQUIPMENT to merchandise 
its products, the oil industry is now 
spending one and one half times more 
than was spent in 1950, according to 
Clarence F. Reinhardt, engineering 
projects coordinator of Phillips Pe- 
troleum Co. 

“Our future operations will no 
doubt demand more and better equip- 
ment,” said Reinhardt, talking before 
the annua! convention of the National 
Assn. of Oil Equipment Jobbers at 


Andersen: The tickers didn’t tick 


NAOEJ's New Head Man 


Harry E Andersen, new president 
of the National Assn. of Oil Equip- 
ment Jobbers, was at one time a 
Western Union stock ticker engineer. 
But in the depression year of 1933, 
Andersen launched his Northwest 
Service Station Equipment Co. in 
Minneapolis. The growing demand for 
computer pumps promised a better 
future than stock tickers. 

His firm now has its own building, 
carries 4 large inventory, and always 
provides parts and service on every 
piece of equipment sold. 

Andersen was formerly vice presi- 
dent and director of the equipment 
jobber group. He is also a member of 
the Minneapolis Oil Mens Club and 
the Minneapolis Engineers Club. 

What about the future? Andersen 
thinks the successful oil equipment 
jobbers will be those who expand and 
provide more services in line with in- 
dustry demands. 


Memphis, Tenn., in mid-fall. 

In the same vein, W. E. Marshall, 
Jr., Atlanta, retiring president of the 
association, pointed out that a slight 
oversupply of oil products, as now 
exists, only acts as a spur to marketing 
investment. 

Along with a steady growth in de- 
mand, the needs for oil marketing 
equipment are growing more complex, 
said Marshall. He urged equipment 
jobbers to expand their own facilities 
to cope with these changes. To handle 
these larger and more complex equip- 
ment problems, said Marshall, the 


individual jobber will have to expand 
customer service, reorganize his sales 
force, carry larger inventories, and 
improve his engineering facilities. 

Marshall reported an all-time high 
membership total of 202, from the 
United States, Canada and Cuba. Over 
300 equipment jobbers and manufac- 
turers registered at the convention. 

Succeeding Marshall as president, 
the group elected Harry E. Andersen, 
Northwest Service Station Equipment 
Co., Minneapolis. Fred Coffield, Cof- 
field Supply Co., South Bend, Ind., 
was elected vice president. 


What's New in Equipment .. . 





Air compressor 


. is a lightweight, low-cost unit, 
with compression ratings of 2.6 cu. ft. 
per min. at 60 Ibs. to 2.8 cu. ft. per 
min. at 150 Ibs. Powered by %4-hp 
Westinghouse motor, and equipped 
with 20-gal. 14” x 30” tank and 
Square D automatic pressure switch. 
Stationary Model 601S priced at 
$149.95 and Portable Model 600P at 
$159.95. National Compressor Corp., 
933 W. Lake St., Chicago 7, Ill. 


Circle No. I on coupon, p. 144 


Rolling snow plow 


. Called the “Snow-Whizzer” is 
mounted on two 6” rubber tires. Ad- 
justable blade designed to throw snow 
automatically to either side. Clears 
22” path. Leveler runner enables blade 
to move over rough pavement and 
cracks. Retail price $12.95. Clayton 
Industrial Products Co., 1255 8. Wa- 
bash Ave., Chicago, Ill. 


Circle No. 2 on coupon, p. 144 


Leak detector 


. « « consists of a colored dye that 
is said to locate both oil leaks in 
transmissions and water leaks in cool- 
ing systems. Manufacturer offers kit 
of ten packages of water soluble dye 
and six bottles of oil soluble dye with 
complete instructions for use. Allen 
Electric and Equipment Co., Kalama- 
zoo, Mich. 

Circle No. 3 on coupon, p. 144 
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Automatic nozzle 


. with built-in hold-open latch is 
first to come on the market with ap- 
proval of Underwriters Laboratories. 
Known as OPW’s No. 1811-H Fil-O- 
Matic, the new nozzle is offered as a 
way for one man to give two-man 
service at the station. When inserted 
in an automobile tank latched in the 
open position, the nozzle will shut off 
automatically as soon as tank is filled. 
List price $22.25 includes plastic scuff 
guard and spout anchor spring. Manu- 
facturer says nozzles are ready for 
immediate delivery. No. 3-A hose 
swivel, optional accessory for any type 
of nozzle, permits pump hose to reach 
any fill pipe location without strain 
by means of universal joint action. 
List price $7.95. OPW Corp., 2735 
Colerin Ave., Cincinnati 25, Ohio. 


Circle No. 4 on coupon, p. 144 
(Continued on page 144) 
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Equipment 


(Continued from page 143) 


Roll-on hoist 


.. . features new “Lock-Chock” ramp, 
new low superstructure; and new 
wide runways. While only 10” long, 
ramp provides 12° approach slant for 
low-slung cards. Wide runways will 
handle all American cars including the 
Willys Jeep, as well as small foreign 
cars. Brochure giving dimensions and 
specifications for semi-hydraulic, full- 
hydraulic and low oil control types is 
available. Globe Hoist Co., E. Mer- 
maid Lane at Queen St., Philadelphia 
18, Pa. 


Circle No. 5 on coupon 


Redesigned balancer 


. .. 1s said to provide a combination of 
static and dynamic wheel balance. 
Fast, accurate, constant plane balanc- 
ing is claimed to result from reversing 
the action of the cone. Other features 
include an easier-to-read balance in- 
dicator, improved cone to accommo- 
date all late model wheels, and a two- 
piece fulcrum rod with removable tip. 
Diametric Equipment Co., 1327 Plow- 
man Ave., Dallas 3, Tex. 


Circle No. 6 on coupon 


Barrel rack 


. . . is claimed to offer utmost flexi- 
bility in handling and stacking drums 
with standard fork lift trucks without 
special attachments. A two-drum lift 
can be made from front, back or either 
side. Individual drums or pairs can be 
removed without excessive handling of 
other drums in the stack. Or a single 
top drum can be removed from the 
supporting rack with the tines of a 
fork. lift truck from any side. Rack 
design isolates each drum from contact 
with others, minimizing dents and 
punctures. Racks are of heavy-gage 
channel steel, braced and welded. One 
unit will support 7,500 Ibs. in 18-gage 
drums or 14,000 Ibs in 16-gage drums. 
Racks are enameled to offset rusting, 
and are shipped knocked down in- 
dividually cartoned. Pressed Steel Di- 
vision, Republic Steel Corp., 6100 
Truscon Ave., Cleveland, Ohio. 


Circle No. 7 on coupon 





e FOR FURTHER INFORMATION 


On equipment or literature described in this issue: CIRCLE THE NUMBER 
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@ Readers’ information Service 
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330 W. 42nd St., New York 36, N. Y. 
Your Inquiry will be forwarded to the manufacturer. Void after Mar., 1958 
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Truck pump 


. is said to eliminate most of the 
noise usually encountered with rotary 
pumps. Gear speed increaser employs 
helical-cut gears running in a bath of 
oil. Variable capacity between 30 and 
70 gpm is claimed to double and in 
some cases triple present delivery 
rates. Patented diffuser-priming sys- 
tem permits pump to prime and re- 
prime itself automatically. Choice of 
two horizontal or two vertical 2” 
suction and discharge ports simplifies 
piping. Compact dimensions, length 
14 5/16”, height 12 %” and width 
10%” helps make mounting easy. 
Gear box may be changed in field 
from standard six o’clock position to 
either three o’clock or nine o'clock 
position to simplify alignment with 
PTO shafts during installation. Mov- 
able cover plate permits inspection 
without disturbing pipe connections. 
Marlow Pumps Division of Bell & 
Gossett Co., Midland Park, N. J. 


Circle No. 8 on coupon 


Suspension gage 


. is used for checking torsion bar 
adjustments on 1957 Plymouth, 
Dodge, DeSoto, Chrysler and Imperial 
Torsion-Aire Suspensions. Gage mea- 
sure differential in height between the 
lowest point on the lower ball joints, 
and the undersides of the lower con- 
trol arm bushing housings. Turning 
two adjustment knobs mounts gage 
securely without pushing or hammer- 
ing. Direct readings are made, without 
calculations, from scales divided into 
Y%ge-inch increments. Bulletin 230, 
Hunter Engineering Co., Hunter Ave., 
& Ladue Rd., St. Louis 24, Mo. 


Circle No. 9 on coupon 
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Truck tire changer 


. . . is power-operated by air motor, 
handles all tubeless truck tires from 
17.5 through 24.5 sizes. Can be 
mounted on tire service truck for 
changing tires on the spot. Manufac- 
turer claims tubless truck tires can 
be removed and replaced with aid of 
machine in less than five minutes. To 
save space, machine can be tipped on 
end when not in use. Bishman Mfg. 
Co., Osseo, Minn. 
Circle No. 10 on coupon, p. 144 


New “T” light 

. . is 32” wide, all-aluminum fiuor- 
escent. Designed to give more light 
over a wider area, and yet cost no 
more than standard 24” unit. One- 
piece reflector has return flange and 
offset to provide recessed snug fit door. 
Glass can be replaced without dis- 
assembling door frame by removing 
grey vinyl glass spline, inserting new 
glass and replacing spline. Philadel- 
phia Electrical and Mfg. Co., 1200 
N. 31st St., Philadelphia 21, Pa. 


Circle No. 10a on coupon, p. 144 


Fluorescent flood 


...i8 a high mounting unit for service 
station entrance-ways, perimeter areas 
and service areas. Each unit uses four 
72” high output rapid start lamps. 
Available with glass doors, plastic 
doors, or without doors. Housing 
finished in white baked enamel over 
vinyl wash primer and grey prime 
coat. Mounting yoke adjustable to 
45°. May be mounted singly or in 
pairs on 18’ or 20’ rigid pole; or 
singly on 18’ hinged pole. Revere 
Electric Mfg. Co., 6009 Broadway, 
Chicago 40, Til. 


Circle No. 11 on coupon, p. 144 


Tank wagon hose 


. is said to be rugged but easy to 
handle in unloading petroleum liquids 
from storage tanks, tank cars and 
and tank trucks. Oil-resistant tube with 
smooth, true inside diameter is 
covered with impregnated plies of 
horizontally braided cable cord yarns, 
plus an abrasion and _ oil-resistant 
outer cover. Static wire is imbedded 
in the braid. Available in lengths up 
to 50 ft. in four inside diameters 
ranging from 2” to 4”. Working pres- 
sures range from 108 to 285 psi. 
Hamilton Rubber Mfg. Corp., Division 
of Acme-Hamilton Mfg. Corp., 115 
Meade St., Trenton 3, N. J. 


Circle No. 12 on coupon, p. 144 
(Continued on page 146) 


Do Fuels Damage Pumps? 


POSSIBLE HARMFUL EFFECTS of 
new additives and other fuel compo- 
nents on gasoline pumps will be stud- 
ied if a proposed research program is 
adopted by the Gasoline Pump Man- 
ufacturers Assn. 

Swelling, shrinkage and deteriora- 
tion of gaskets, rotary seals, cup 
washers, and possibly some metal 
parts are the harmful effects the pro- 
gram seeks to prevent. 

Development of standardized test 
methods, a simulated service tester, 
and a reference fuel were among the 
steps suggested by R. L. Demmerle, 
GPMaA technical director. The tester, 
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FEATURES 
Utilizes same poppet principle as 
other famous Tokheim valves 


Simple design —foolproof mecha- 
nism—dependable action 


Easy to install—available with 1/2” 
outlet; 14" or 2” inlet 


Not affected by ordinary vibration 
—requires 100 Ib. blow (approx.) 


Externally tamper-proof 


Serves as gate valve—may be shut 
off manualiy 


There is no substitute 
for TOKHEIM QUALITY! 


under this plan, could be used by oil 
companies as well as by manufactur- 
ers of pumps and their components. 

In another phase of a technical 
coordination program worked out by 
Demmerle and Theon Wright, manag- 
ing director, GPMA hopes to establish 
a clearing house for information, in- 
cluding liaison with other groups—no- 
tably American Society for Testing 
Materials, American Petroleum Insti- 
tute and Society of Automotive En- 
gineers. The latter two have already 
set up technical subcommittees to 
work with GPMA on problems of 
fuels and pumps. a 





TOKHEIM 
impact 
check 


vaive 
Model 1098 


e Stops flow instantly « Prevents fire hazard 


Tokheim Model 1098 Impact Check Valve is an important 
safeguard against loss and fire when a remote dispensing ped- 
estal is struck. A sharp blow actuates the valve, shutting off the 
flow of gasoline. The valve is installed just below the island 
level. If the pedestal is severed from its mounting, the supply 
line breaks—as designed—at the shear section, stopping flow 
instantly. Model 1098 does not rely on intense heat for actu- 
ation as do some similar valves. The supply line is closed before 
fire has a chance to start. Write today for new bulletin showing 
the complete line of Tokheim valves. 


General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
1650 Wabash Ave. 


SINCE 1901 Fort Wayne 1, ind. 





JoKnetn 


Subsidiories: }ukheim N.V., Leiden, Holland—GenPro, Inc., Shelbyville, ind. 


AN Factory Branch: 475 Ninth Street, Son Francisco 3, California 
In Canada: Tekheim-Reeder Lid., 205 Yours Street, Toronto, Ont. 
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IOWA 





TRI-STATE EQUIPMENT COMPANY 


COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 
3923 E. 14th St., Des Moines, lowa Amherst 2.1975 
Member National Oi! Equipment Jobber Association 





MISSOURI 





TRI-STATE EQUIPMENT COMPANY 


COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 
519 Southwest Bivd. KANSAS CITY 8, MO. 
Baltimore 1-3568 
Member National Oi! Equipment Jobber Association 











NEW JERSEY 


SERVING THE OIL INDUSTRY 


FOR 25 YEARS 


@ OPW Valves and Fittings 

e Marlow Pumps 

e Blackmer Pumps 

e Erie Pumps and Equipment 
WE SERVICE THE EQUIPMENT WE SELL. 


TEN HOEVE eRe. 


359 Mclean Blvd Potersor 


NEW YORK 





EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 











OHIO 


Gashoy Pes iS 


For every size consumer- 
commercial account. 
THE AMCO CORPORATION 
1301 Jackson Ave. 
Toledo 2, Ohio 





EQUIPMENT SALES CO. 
164 E. Exc’ St., Akron 4, Ohio 
Pho lefferson 5-8215 


Factory amg rt ll 


Westin O.P. 
eptune Huffman Goodrich. 
Air, Oil, Hydraulic and Gas 


Coupling Service 
SALES—PARTS ENGINEERING SERVICE 
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Carburetor cleaning 


. on the car or truck can be done 
with a device called “Gumouter.” Im- 
proved model uses plastic dispenser 
graduated for quick measurement and 
hanger for under-hood suspension. Kit 
is intended for use with Gumout 
carburetor cleaning fluid. Said to re- 
quire less than 20 minutes for com- 
plete job. Pennsylvania Refining Co., 
2686 Lisbon Rd., Cleveland 4, Ohio. 

Circle No. 13 on coupon, p. 144 


Fill pipe extension 


. is designed for use whenever it 
is necessary to restore flush level, for 
example when existing pavement is 
being black-topped. Installed by re- 
moving existing fill box, screwing ex- 
tension to pipe and installing new fill 
box. Several extensions can be used 
if needed. Sizes are 2” x 2”; 3” x 3”; 
and 4” x 4”. Universal Valve Co., 472 
South St., Elizabeth, N. J. 

Circle No. 14 on coupon, p. 144 


Diesel filter 


. has been added to the Bennett 
line of Fleetmaster gasoline pumps. 
Filter elements with initial rating of 
25 to 40 microns are said to provide 
maximum filtration of fuel as dis- 
pensed. Available on new pumps or as 
a kit for installation in existing pumps. 
John Wood Co., Bennett Pump Di- 
vision, Muskegon, Mich. 

Circle No. 15 on coupon, p. 144 


55-gal. drums 


. have been added to the Vulcan 
line of steel containers for the pe- 
troleum industry, because of steady 
growth in the demand for steel pack- 
aging. A variety of types and sizes of 
openings, fittings and plugs are avail- 
able in the new line. The open-head 
style drums are furnished with either 
lever or bolt locking covers. Standard 
colors are offered for product and 
company identification; drums can be 
decorated, striped or painted in any 
solid color. Vulcan Containers Inc., 
Bellwood, Ill. 

Circle No. 16 on coupon, p. 144 


Portable air tank 


. for emergency tire service calls 
has working pressure of 100 lbs. for 
inflating truck or passenger tires. 
Comes equipped with pressure gage, 
brass air check, five feet of braided 
air hose, carrying handle and metal 
stand. Campbell-Hausfield Co., Harri- 
son, Ohio. 

Circle No. 17 on coupon, p. 144 


Magnetic road sweeper 


. . of improved design is now avail- 
able in 4’, 5’, 6’, or 8 sweeping 
widths for removing tramp iron from 
yards, ramps and drives where metal 
is a fire hazard or a hazard to ve- 
hicle tires. Features include new piv- 
oted towing hitch; hinged elevating 
crank handle; magnet housing imper- 
vious to moisture, or salt air; positive 
cover pan locks for complete secur- 
jty during operation; and a simple 
method of removing magnetic ele- 
ments for inspection. Cesco, 4025 
Sebastopol Highway, Santa Rosa, 
Calif. 

Circle No. 18 on coupon, p. 144 





PENNSYLVANIA 


PENNSYLVANIA 


PENNSYLVANIA 





PAUL WAGNER, INC. 


PETROLEUM MAINTENANCE & EQUIPMENT SALES 

ae eS? FOR: Wayne Pumps & Equip- 

ment, 0.P.W. Valves and Fittings, Gorman-Rupp, 

Fill-Rite Pumps, Whiteway Lighting, Saylor-Beall 

Compressors and National Hose. 

211 Lineniouey Went, New Oxford, Pa. 
ison 4-4131 














E. o. HABHEGGER co. 
h & Fairmount Aves. 
PHILADELPHIA 30, PA. 
Engineering & Equipment 
BULK TERMINALS = TRUCKS 
SERVICE STATIONS 
Member NAOEJ 











RUTLEDGE EQUIPMENT CO. 
334 Blvd. of Allies Pittsburgh 22, Pa. 


Rutledge Service Station Flood Lights 
GGB angus tae Valves & 


tings 
Granco Pumps G Meters—Air 
Compressors 
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All-purpose detergent 


. in concentrated, powdered form, 
is recommended by the manufacturer 
for cleaning floors, vehicles and equip- 
ment, and as a steam cleaning com- 
position. Said to be safe on all com- 
monly found surfaces, including 
aluminum and durable paint, and at 
the same time harmless to hands. 
Soluble in hot, cold, hard, soft or 
saline water. Kelite Corp., 81 Indus- 
trial Rd., Berkeley Heights, N. J. 


Circle No. 19 on coupon, p. 144 


Giant grease mixer 


. Said to be one of the first to be 
made of stainless and stainless clad 
steel, is now being built for a major 
oil company. New design incorporates 
sweep frame agitator with center pad- 
dles independently driven by constant 
torque motors located on top of the 
kettle, and a bottom radial propeller 
with constant torque drive. High per- 
ipheral blade speed is said to result in 
excellent mixing and shearing of the 
grease. New surface exposed at a high 
rate to paddles and blades is claimed 
to afford better and faster mixing. 
Mixer capacity is 22,500 Ibs. per 
batch. Allegheny Ludlum Steel Corp., 
Pittsburgh 22, Pa. 


Circle No. 20 on coupon, p. 144 


Bolt hole leakage 


. in tanks can be eliminated, claim 
the manufacturers of a new leak- 
proof bolt. Bolt is made in two styles, 
both using seal rings of Teflon or 
Neoprene. One style has one or more 
seal rings on the bolt with a cover- 
ing flanged sleeve fitting over the 
bolt. Second style has seal rings lo- 
cated inside the flanged sleeve which 
is then slipped over the bolt. Mas 
Enterprises Ltd., 160 W. 46th St., 
New York 36, N.Y., or Leak Proof 
Bolt Corp., 436 First National Bank, 
Houston, Tex. 


Circle No. 21 on coupon, p. 144 


Transmission jack 


. . . for heavy-duty truck service is 
said to eliminate the need for more 
than one man to service transmissions, 
differentials or clutches. An all-make 
adaptor is designed to support, posi- 
tion and hold securely all types and 
sizes. Extra high lift can be obtained 
if desired. Pump handle rotates in a 
360° arc. Blackhawk Mfg. Co., 5325 
W. Rogers St., Milwaukee 6, Wis. 
Circle No. 22 on coupon, p. 144 


(Continued on page 148) 





| 


electric 
pre-heater 


for Diesel and Gasoline Engines 


KIM HOTSTART pre- heaters circulate hot 
water through engines when they are not 
in use; protect them against bitter winter 
weather; keeps engines responsive to the 
touch of the starter. Lightweight; low 
cost; high in savings. Thousands in use. 


@ QUICK, EASY STARTS 
@ SAVES WARM-UP TIME 
@ REDUCES ENGINE WEAR 


@ ELIMINATES NEED FOR 
HEATED TERMINALS 4 MODELS 
EASY TO 
INSTALL 


See your automotive dealer or write for literature 
’ 


KIM HOTSTART MANUFACTURING COMPANY 
West 917 Broadway, Spokane 1, Washington 





The Best | 
EVER-TITE Quick Coupliaas 
can make all these claims 


Superior quality 
—precision machined 


Uniform wall thickness 


—no weak eee 


Extra heavy reinforcing rim 


Larger diameter cam ears 


for longer service amet 
Extra 


Hi-Strength Stainless 
forged Steel pins 
handles —greater 
—greater safety and 
economy longer 
service 


Uniform heavy wall thickness 
—no weak spots 


Recess retains gasket 
in coupler and assures 
proper placement 


Superior quality 
—precision machined 
—accurate tolerances 


EVER -TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19 
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LIMITED 
EDITION 


Platts 


OIL PRICE HANDBOOK 
1956 EDITION 


Contains any oil price 
or oil price change in 
1956.Reports for each 
petroleum product 
the average lows, 
average highs, aver- 
age lows and highs 
for each month of 
1956. 


A valuable working 
tool and a must for 
the well-informed oil 


man. 
Act now! Less than 


Please send me the 1956 edition 
of the OIL PRICE HANDBOOK 


@ $20 
Check enclosed [7 Bill me later [] 





EEE SS SEY RET pre 
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Equipment 


(Continued from page 147) 


Filter-separator 


. of the replaceable cartridge type 
is said to remove condensed water, 
water-borne contaminants and solids 
from fuels, oils and solvents, at flow 
rates from 5 to 40 gpm, with 100% 


| effectiveness. Unit stands vertically on 


one sq. ft. of floor space, and has 
1%” horizontal inlet and outlet con- 
nections at 3” and 52” from the floor 
respectively. Features include com- 


| plete removal of undissolved water 


from hydrocarbon liquids; retention of 


| all solids over 5 microns; simplicity; 
| operation under vibration or tilt up 


to 45 degrees; easy replaceability of 
low-cost cartridge. A gage measuring 
the pressure drop across the cartridge 
gives visual indication of need for 
cartridge replacement. Richmond En- 
gineering Co., Inc., Seventh & Hos- 
pital Sts., Richmond 5, Va. 


Circle No. 23 on coupon, p. 144 


New diesel engines 


. . . for trucks offer lower fuel cost, 
less maintenance and longer life as 
a result of combustion improvements. 
Features include four exhaust valves 
per cylinder; new fuel injector spray 
tip design; 38% larger cylinder liner 
air inlet area; new high-capacity 
blower for combustion air supply. 
Available in 4-cyl. and 6-cyl. models 
with basic brake horsepower ratings 
ranging from 140-HP to 236-HP. The 
71-T includes turbo-charger operated 
by engine gas. Detroit Diesel Engine 
Div., General Motors. 


Circle No. 24 on coupon, p. 144 


Car washer 


.. . is adaptable for indoor or outdoor 
installation. Washer unit is available 
without frame if desired. Self-con- 
tained frame does not require fasten- 
ing to ceiling or floor, and manufac- 
turer claims it’s the only car washer 
that can be installed over lifts. 
Handles vehicles 14 ft. high and 21 
ft. long. Wohlert Corp.. Lansing 2, 
Mich. 


Circle No. 25 on coupon, p. 144 


Hose swivels 


. . - for service station pump nozzles 
impart a universal joint action to the 
delivery end of the gasoline hose. 
Minimizes strain from simultaneous 
bending and twisting required to get 
nozzles safely into automobile fill pipes 
in new center locations. Inlet and out- 
let connections are on the same cen- 
terline to prevent distortion when the 
operator uses the dispensing nozzle to 
pull the hose to him. Two hard bronze 
central bearing surfaces reduce wear 
to a minimum. “O” ring seals prevent 
leakage. No. 3 short shank for con- 
ventional nozzles; No. 3A, long shank 
for automatic shut-off nozzles. OPW 
Corp., 2735 Colerain Ave., Cincinnati, 
Ohio. 


Circle No. 26 on coupon, p. 144 


Two truck axles 


. . » have been added to the White 
line. The single reduction, high torque 
capacity axles are capable of pulling 
loads upward of 76,800 lbs. in moun- 
tainous terrain. Other advantages are 
high road speeds with direct drive 
transmissions; weight saving of over 
200 Ibs. compared to current double 
reduction axles; and an 8” reduction 
in overhang dimension from center- 
line of axle to companion flange face. 
White Motor Co., Cleveland 1, Ohio. 


Circle No. 27 on coupon, p. 144 








You'll make the MOST 
from the LEAST with 


SYSTEM 
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Two power takeoffs 


. . . have been introduced for Inter- 
national light-duty four-wheel-drive 
trucks. Permits operation of equip- 
ment located to the rear of the cab. 
Both are one-speed units that mount 
on the right-hand side of the trans- 
mission. Controls are mounted inside 
the cab on the instrument panel. Out- 
put shaft points to the rear and op- 
erates in one direction. International 
Harvester Co., 180 N. Michigan Ave., 
Chicago 1, Ill. 


Circle No. 28 on coupon, p. 144 


What's New in Oil Heat 





Wet heat units 


. . . in five models have been added 
to Fluid Heat line. Two models are 
rated at 580 and 720 sq. ft. of forced 
circulating systems; three others de- 
signed for 720, 995 and 1260 sq. ft. 
for either forced circulating or gravity 
systems. FHA standards met through 
ASME construction and SBI ratings. 
John Wood Co., Heater & Tank Di- 
vision, Conshohocken, Pa. 


Circle No. 29 on coupon, p. 144 


LP-Gas regulator tester 


. Said to be the only complete 
tester, determines malfunction of sec- 
ondary regulator and can also be 
used to check out primary regulators. 
Consists of 30-Ib. pressure gage, as- 
pirator and 4” manometer housed in 
a self-contained metal carrying case. 
Robinair Div., Kent-Moore Organiza- 
tion, Inc., 28635 Mound Rd., Warren, 
Mich. 

Circle No. 30 on coupon, p. 144 


(Continued on page 150) 











Put lasting 
dependability 


between 
truck and 
tank... 























.. .With this rugged 
QUAKER HOSE 


Lightweight and ideal for suction as well 
as discharge, this hose is non-collapsible, 
with small outside diameter and high 
flexibility. Full opening is maintained in 
any position to assure even flow. 

Tube resists damage by petroleum 
products and aromatic fuels. Cover stands 
up to oil, sunlight, abrasion. Reinforced 
with spring steel wire and high tensile 
tayon. Couplings can be grounded to 


reinforcing wire. Available in lengths up 
to 50 feet at your nearby Quaker-Quaker 
Pioneer distributor. For free brochure, 
write: 


H. K. Porter Company, Inc., 
Quaker Rubber Works, 
Philadelphia 24, Pa. 
Pioneer Works, 

Pittsburg, Calif. 


H.K. PORTER Company. INC. 


QUAKER RUBBER DIVISION 
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Tank 

Truck 
Operators 
with 

an 

Eye 

tc 
ECONOMY 
EFFICIENCY 
and 
DEPENDABILITY 
imstall 


SELF-PRIMING 
SERIES 3600 PUMP 
PRESSURES TO 90 P.S.1. 
SIZES 40 to 300 G.P.M. 








WITH 
MECHANICAL SEAL 


VEZ ty Fumps 


DISTRIBUTOR 


ROPER HYDRAULICS, INC. 


formerly 
Geo. D. Roper Corporation, Pump Div. 
482 Blackhawk Park Ave. 
Rockford, Illinois 





Equipment 
(Continued from page 149) 
Sorting rack 


. . . for heating oil distributors comes 
with six bins each in two tiers. Can be 
used to sort fuel oil deliveries either 
by truck number of days of week or 
for sorting burner service work by 
servicemen or days of week. Mounts 
on desk. Equipped with rubber feet to 
prevent marring desk surface. Degree 
Day Systems, Woodside 77, N. Y. 


Circle No. 31 on coupon, p. 144 


Pocket catalog 


. .. covers the full line of Bennett-Eco 
dispensing equipment. The 66-page 
booklet includes specifications on Ben- 
nett gasoline pumps, Eco Islanders and 
Tireflators, air and water dispensing 
hose reels, kerosine dispensers, barrel 
and skid tank pumps, and grease 
dispensers. Bennett Pump Division, 
John Wood Co., Muskegon, Mich. 
Circle No. 32 on coupon, p. 144 


Manufacturers .. . 





A. Y. McDonald Mfg. Co., Du- 
buque, Iowa, will distribute in the 
future exclusively through oil equip- 
ment jobbers. The company made a 
public declaration of this policy by 
presenting an open letter to the presi- 
dent of the National Assn. of Oil 
Equipment Jobbers, at the association’s 
annual convention in Memphis, Tsan., 
Oct. 20-21-22. A letter signed by Rus- 
sell E. Sage, general sales manager, 
says McDonald “will not sell to any 
major oil company or installer at job- 
ber discounts.” 


Rotary Lift Co. reports it has defi- 
nitely established by actual test that 
the Pontiac 1958 cars can be lifted on 
the Rotary frame contact hoist with 
the aid of existing swivel adapters. A 
bulletin is being prepared with direc- 
tions and a diagram showing how to 
use the adapters. 


Fairbanks Co. has opened a new 
branch office and warehouse at 2600 
S. Throop St., Chicago. The company 
manufactures iron body valves, as well 
as casters, hand trucks and wheels, 
and is the exclusive sales agent for 
Dart unions. George P. Leckler, in 
charge of the new branch, was for- 
merly assistant manager at New York 
and other branches. Fairbanks now 
has a total of five branches; others 
are located in Boston, New York, 
Pittsburgh and Rome, Ga. 
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Personnel... 
Robert L. 

Sears has been 

named district 

representative for 

the Gorman- 

Rupp Co. for Illi- 

nois, Indiana, 

Michigan, Wis- 

consin and parts . 

of Kentucky and \" 

Missouri. For the 

past three years 

Sears has been a 

district representative i. southern 

areas. 


Sears 


David O. Mer- 
rill has been 
named special 
representative for 
the U. S. Steel 
Products Div. of 
the U. S. Steel 
Corp. He will 
make his head- 
quarters in New 
. York City. He 
‘ formerly served 
in New York for 
Jones & Laughlin Steel Corp., Amer- 
ican Can Co., and Crown Can Co. 


Merrill 


John R. Gillis [o~ 
is the new district 
sales manager in 
New England for 
the Pump Divi- 
sion, Geo. D. 
Roper Corp., 
Rockford, Ill. 
Gillis was pre- 
viously national 
sales manager for ¥) 
S. A. Woods Co., Gillis 
motor manufac- 
turers, and before that represented 
U.S. Motors in New England. 


Thomas C. Sut- 
ton is the new 
vice president of 
sales for OPW 
Corp., Cincinnati. 
Although his first 
connection with 
OPW was as a 
salesman, Sutton 
has been vice 
president of man- 
ufacturing since 
1955. Prior to 
that he served in several manufactur- 
ing executive capacities. 





MAGNI FLOOD’S all-extruded aluminum area light 


featuring air-foil construction! 


Aerolite is Magni Flood’s new all-extruded aluminum Area Light utilizing 
GE POWER GROOVE LAMPS. Designed for high intensity light control . . . 
ideal for service and parking areas, etc. This fixture is streamlined for 
minimum wind resistance at high mountings. 

Lumen output of the POWER GROOVE LAMP is approximately 2 to 1 in 
comparison to 800 M.A. Rapid Start. The ballasts are mounted in the main 
channel of the fixture, resulting in a weatherproof wiring trough. Fixture 
available with or without doors. 

Available in natural aluminum finish or baked enamel (white inside, 
desired color outside) . . . in either 4’ or 6’ lengths. 


MAGN FLOOD 


38 NORTH SECOND AVENUE * MOUNT VERNON, N.Y. 
MOUNT VERNON 8-1385 
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LBARCO BRYABSULN 3 ae 





OFFERS EXCLUSIVE 
MONO-FRAME 
CONSTRUCTION 


... MOST RUGGED OF ALL 


The new Gilbarco “SALES-MAKER” with its one-piece steel frame offers unequalled 
rigidity of construction, fast quiet operation, and sales-making good looks. And its 
unique design provides work-bench accessibility on the pump island—mechanics say 
it’s the easiest-to-service pump on the market! 


GIANT BRAND PANEL the largest brand panel ever 


(123 sq. in.) and easy-to-read dial face do a full merchandising job for you, attract 
customers around the clock. 


LOW- COST MAINTE PE VG, Es-tweptecs, deep 


die-formed panels are easy to remove, provide immediate and complete access to all 
internal components. And replacement of sectional panels is quick and inexpensive. 


SUPER-ACCURATE METER -citbarco's skittfutty 


engineered meter measures gasoline with split-drop accuracy, is field-proven through- 
out the world. 


Before deciding on any gasoline pump, be 
sure to investigate all the outstanding advan- i ty = 
tages of the Gilbarco ‘““SALES- MAKER.”’ and top of pump, 
Write today for complete illustrated brochure. Gilbert & Barker eliminating corner 
Manufacturing Co. Serfipne ao pain 
West Springfield, Mass. ‘ell yet with 14°4” 
Toronto, Canada hose reach. 








Gear Oil 


MUST DO MORE 


Than Prevent Scoring 


The service requirements demanded of today’s 
(and tomorrow’s) gear oils call for more than just 
a single performance characteristic. Protection 
against scoring is important, but equally so are 
thermal stability, prevention of moisture and high 
temperature corrosion and constant protection to 
bearings and other components of the unit to be 
lubricated. Nor should today’s oils have a deteri- 
orating effect on seals. And most importantly, for 
the new cars, they must lubricate the new controlled- 
slip differentials and prevent chatter. 


Lubricants made with Elco “SCL” additive meet 
the need for true multipurpose gear oils to a maxi- 
mum degree. Proved in countless laboratory tests, 
by millions of miles under actual use, “SCL” gear 
lubricants have been and are today used and recom- 
mended by the majority of the leading axle, auto- 
motive, bearing and gear manufacturers. 








Lubricant Corporation 


Jennings Road & Denison Avenue 
CLEVELAND 9, OHIO 
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Gas Knocks Even Harder 


@ Eastern heavy fuel suppliers are being hit hard this season by natural gas. Not only 
is there more gas available these days (interruptible service ran to Nov. 15th), but gas 
people are knocking on more and more industrial doors. On the gas seller’s side is one 
of the best selling arguments in the world to make a purchasing agent listen—price. 


Gas suppliers are coming away with the business, too. One large independent 
residual oil supplier has seen one sizable industrial customer after another make the 
switch to gas. In a three-month summer period he lost 12 of his customers—one a 


week—to gas. 


And there’s another stinger coming in the spring to heavy fuel suppliers. Just as 
gas availability lasted two weeks longer than normal at the front end of the fuel oil 
season, it is expected that gas will be available to industrial users two weeks earlier 
next spring. That could add up to a whopping 15%-20% loss, maybe more, of a 
supplier’s normal winter sales to individual accounts. 


Answering the argument of price with a price cut is harder than it sounds. To put 
heavy fuel on a price parity with gas would mean a cut of 35¢ bbl. in the East. Such 
a cut would have a profound affect on imports, coal and even the gas operations of 
integrated oil companies. Additionally, a cut of this size coming in today’s products 
markets would hurt independent refiners who already are caustic about their returns 
on crude throughputs. And the alternative, a cut in domestic crude prices, is considered 
unthinkable by producers. 


@ East Coast: This Winter, East Lynne 


Retail gasoline markets in historic price war areas are expected to resemble a 
revival of that early-day soap opera, East Lynne, with dealers wearying their way 
through a winter melodrama of low pump prices. Charlotte, N. C., held the spotlight 
for having the lowest dealer tank wagon price (7.9¢ gal., ex taxes) for regular gasoline 
on the East Coast. However, marketers farther north are unable to work up even a 
slight case of optimism that they will not be experiencing some of the same before the 
winter is out. Maybe the prices won’t dip as low, but they are saying certain areas 
already have all the makings for unsettled retail gasoline prices such as abundant sup- 
ply, dealers eager to keep their summer gallonages and various forms of discounting. 











@ Adjustments Ahead for the Midwest 





Fuel oil marketers throughout the midwest mostly are in an improved frame of 
mind as colder weather draws on light and heavy fuel oil stocks, but gasoline is en- 
tirely another matter. 

Chicago, as far as Gulf Coast gasoline goes, is an in-and-out sort of market. It 
wasn’t too long ago that a local independent operator gave up his gasoline terminal 
operation as unprofitable because the local market was unbalanced with his Gulf Coast 
costs. Lately, however, Gulf Coast gasoline moved back into the Chicago scheme of 
things. And while actual amounts of product involved are relatively small, there is an 
influence exerted that most local suppliers would like to wish away. 
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Why drill a well where 
there isnt any oil? 





This is a most unusual oil rig. It is full size 
and complete in every detail. But there is no oil in 
the ground where it is drilling. 


Actually, this is a section of the Drilling Build- 
ing which is part of Gulf’s huge Research Center 
at Harmarville, Pa. It is operated by the Produc- 
tion Engineering Division which has as its primary 
function the exploration of new methods of recov- 
ering oil from the ground. 


This problem of recovery is a vital one indeed, 
since oil is becoming harder and more expensive to 
get at all the time. For example: In the late 1930’s 
you drilled less than 30 feet for each 1,000 barrels 
of new oil; in 1956 almost 80 feet. 


An 8,000-foot well was considered a deep one at 
that time, whereas now 10,000- to 12,000-foot wells 
are quite common and there are a number each 
year in the 15,000- to 18,000-foot range. 

Add to this, soaring exploratory drilling costs, 
relatively meager finds, severe tax and regulatory 
laws, and it is easy to see why this country’s oil 
companies must not only recover more oil, but 
recover it more economically. 


So, Gulf and its associates in the petroleum in- 
dustry, seek to reduce the costs of drilling. Gulf is 





eee 
ine 


The new 100-foot “‘Drilling Building” at the Gulf 
Research Center, Harmarville, Pennsylvania 


conducting research in the application of modern 
science to increase the rate of rock penetration 
and to speed up the associated time-consuming 
operation of well drilling. 


This is just a small part of an over-all research 
effort which has as its ultimate objective the pro- 
duction of more petroleum products at lower costs. 
And in view of the myriad uses of petroleum to- 
day, it is difficult to think of anyone in this country 
of ours who will not benefit. 


Gulf Oil Corporation GULF General Offices, Pittsburgh, Pa. 
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Market Barometer 








PRODUCTS VS. CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 


REGULAR-GRADE GASOLINE 
KEROSINE 


499 «651 «53 «CSS JFMAMJJASOND YEAR 9 SI 53 55 JFMAMJJASOND 
1957 1957 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED PRODUCTS VS. CRUDE U. S., CALIFORNIA INCLUDED 


FOUR PRODUCTS 


Se SPREAD: PRODUCTS 
SPREAD: OVER CRUDE 
OVER CRUDE : 


Sete 


YEAR 49 51 53 55 JFMAMJJASOND 
1957 


YEAR 49 51 53 55 JFMAMJJASOND 
1957 








Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—7 refinery 
markets and 7 crude producing areas, east of California. 


Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel) —8 refinery 
markets and 8 crude producing areas, including Califernia. 
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Refinery and Terminal Prices 





MOTOR GASOLINE 
Gulf Coast Cargoes Nov. 11 Oct. 28 Oct. 21 
100 oct. prem... . 14.5-15.25 x14.5-15.25 14.75-15.25 
99 oct. prem... . . 14.25 R 14.25 
98 oct. prem... . . 12.75-14 J x13-14 
97 oct. prem. x12.5-13.375 x12.75-13.375 
95 oct. prem... . x12-13 x12.25-13 12.5-13 
93 oct. prem. . x11.25-12.625 x11.5-12.625 11.75-12.625 
92 oct. reg x11-12.375 x11.25-12.375 11.5-12.375 
90 oct. reg x10.75-12 x1l-12 11.25-12 
87 oct. reg... x10.375-11.5 x10.625-11.5 10.875-11 
84 oct. reg x10-11.25 x10.25-11.25 10.5-11.25 
x9.875-11.25 x10.125-11.25 10.375-11.25 
x9.625-10.5 x9.875-10.5 10.125-10.5 


x9,5-10.25 x9.75-10.25 10-10.25 


*9,875-11.25 
9.625-10.5 


. -9.5-10.25 
Albany, N. Y. 
97 oct. prem... . .x19.7 20.2 t 20.2 
91 oct. reg....... 15.7-16.2x 15.7-16.7 15.7-16.7 
Baltimore, Md. 
97 oct. prem.... 18 
95 oct. prem 
91 oct. reg 
90 oct. reg...... 


Boston, Mass. 


16.1 
14.1-14.5 
14.6 


14.7-18.2 
14.7-18.2 
13.9-16.4 
13.9-16.4 


18.4 
15.9 


15.45-17.65 15.45-17.65 15.45-17.65 
15.5 1 15.5 


13.95-14.6 13.95-14.6 13.95-14.6 
14.15 14.15 14.15 
Chicago, Il. 
98 oct. prem 15.27-17.3 
97 oct. prem ‘ 14,75-15 
96 oct. prem 


x15.25-17.3 15.5-17.3 
x14,75-15 15 
x14.5-14.75 14.75 

. 13-13.8 x13-13.8 13.25-13.8 
89 oct. reg 15-15 12.75-13 x12.75-13 13 


16.5 16.5 16.5 
13 13 13 


16 16 16 
14 14 14 


14.95-16.25 
12.2-12.75 


14.95-16.25 
12.2-12.75 


14.95-16.25 
12.2-12.75 


14.95-16.25 
12.2-12.75 
16.4-17.65 16.4-17.65 16.4-17.65 
14.9 14.9 14.9 


16.65 16.65 16 65 
14.9 14.9 149 


15.75 15.75 15.75 
13 13 13 


16.6-17.8 16.6-17.8 16.6-17.5 
14.8 14.8 14.8 


a lew Haven, Conn. 


16.2-18.5 16.2-18.5 
6.25 16.25 

14.7-14.9 14.7-14,° 

14.75 14.75 


16.2-18.5 
16.25 
14.7-14.9 
14,78 


16.45 16.45 16.45 
14.7 14.7 14.7 


x17.3-18.3x 18.3-18.5 18.3-18.5 18,3-18.5 
x14.5-14.8x 14.7-15 14.7-15 14.7-15 


Fla. 
16.05-17.65 
14.3-14.9 


16.05-17.65 
14.3-14.9 


16.05-17.65 
14.3-14.9 


16.05-17.65 
14.3-14.9 


16.05-17.9 
14.3-14.9 


16.05-17.9 
14.3-14.9 


16.05-17.9 


14.3-14.9 14.3-14.9 





MOTOR GASOLINE 
Nov. 11 Nov. 4 Oct. 28 Oct. 21 


15.95-17.55 
14.2-14.8 


Tampa, Fla. 
96 oct. prem... . . 15.95-17.55 
4.2-14.8 


Wilmington, N. C. 

96 oct. prem... . . 15.02-17.55 
93 oct. prem... . . 14.85 

89 oct. reg... . . . .13.02-14.25 
87 oct. reg 13.5 


Okla. (Okla. Shpt.) 

98 oct. prem 14.75-15.25 
89 oct. reg... .. . .12.25-12.5 

60 oct. M & below 11.25-11.625 
Okla. Group 3 (Northern shpt.) 
98 oct. prem. 14.75-15 14.75-15 14.75-15 14.75-15 
89 oct. reg 12-12.25 12-12.25 12-12.25 12-12.25 
60 oct. M & below 11-11.5 11-11.5 11-11.5 11-11.5 


N. Tex. (Tex. & New Mex. shpt.) 
97 oct. prem 15-16.5 


15.95-17.55 
14.2-14.8 


16.95-17.55 
14.2-14.8 


15.02-17.55 
14.85 


15.02-17.55 
4. 85 
13.02-14.25 
13.5 


15.02-17.55 
J 14.85 
13.02-14.25 
13.5 


13.02-14.25 
13.5 
14.75-15.25 


12.25-12.5 
11,25-11.625 


14.75-15.25 
12.25-12.5 
11.25-11.625 


14.75-15.25 
12.25-12.5 
11.25-11.625 


15-16.5 15-16.5 15-16.5 
15-15.75 15-15.75 15-15.75 
13.25-14.45 13.25-14.45 13.25-14.45 
13.25-14 13.25-14 13.25-14 
13.25-13.75 13.25-13.75 13.25-13.75 
11.875-13.7 11.875-13.7 11,875-13.7 


W. Tex. (Tex. & New Mex. shpt.) 
15.2-16.075 
15.2-15.325 


ies Se 
+... -13,7-13.95 
84 oct. reg.......13.4 
60 oct. M & below 12.7-13.45 


E. Tex. (Truck transport lots) 
... 15-16 15-16 15-16 
13-13.5 
13-13.75 
84 oct. 13-13.5 13-13.5 
60 oct. M & below . 12.5-13 12.5-13 


Cent. W. Tex. (Truck transport lots) 
16.075 ! 16.075 
5.325 15.325 
14.1 
13.7 
13.45 
13.45 


15.2-16.075 
15.2-15.325 


14.2 
13.7-13.95 
13. 
12.7-13.45 


15.2-16.075 
15.2-15.325 


14.2 
13.7-13.75 
13.45 
12.7-13.45 


15.2-16.075 
15.2-15.325 


142 
13.7-13.95 
12.7-13.45 


Ark. (For shpt. to Ark. & La.) 
13.75 . 13.75 
13.25 
12.25 
12 


15-15.25 15-15.25 
12.25-12.5 12.25-12.5 


11.5 11.5 
11.25-11.75 11.25-11.75 


Kans. (For Kans. destinations only) 
5-15.25 


96 oct. reg.......11.5 
60 oct. M & below 11.25-11.75 


Western Penna. n° veered 
14. 
Fee 13.5-14.9 


x115 
11.25-11.75 


14.75 14.75 14.75 
13.5-14.9 13.5-14.9 13.5-14.7 
14.75-15.5 14.75-15.5 14.75-15.5 
13.25-13.75 13.25-13.75 13.25-13.75 


15.4 15.4 16.4 
13.65 13.65 13.65 
Ohio— Quotations of 8.0. Ohio for"delivery to Ohio points: 
15.2 15.2 15.2 15.2 


16-16.45 16-16.45 


16-16.45 
13.75-14.2 13.75-14.2 


16-16.45 
13.75-14.2 13.75-14.2 
16.4-16.7 16.4-16.7 16.4-16." 
16.8 15.8 15.8 
13.6 13.6 13.6 


16.4-16.7 16.4-16.7 16.4-16.7 16.4-16.7 
15.8 15.8 16.8 15.8 
13.6 13.6 13.6 13.6 


Tank Truck (400 gals. or more) 
96 oct. prem 20.6 20.6 20.6 
04 oct. reg. 17.4 17.4 17.4 
San Francisco District: 


21.1 21.1 
17.9 17.9 





Refinery and terminal prices herewith are reproduced from Platt’s 
Oilgram Price Service, a daily publication associated with NPN. 

Priges shown in refinery and terminal tables are sales prices, or 
quotations, or general offers, or posted prices, reported by refiners, 
by product pipe line terminal operators, by river terminal operators, 
and tanker terminal operators, for current sales and shipments, 
except as otherwise specified. 

Following types of prices are not for “open spot” transactions and 
therefore are not included in price tables; Prices arrived at by dis- 
counts @ff a specified price; “market-date-of-shipment” prices; prices 
named ip contracts; prices arrived at in accordance with arrangements 
made prior to date of sale. Prices made to brokers, and prices in 
inter-refinery transactions, also are not considered in the tables except 
as_noted below. : 

Prices shown are for quantities in bulk such as tank car lots, or 
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truck transport lots or barge lots. Prices applying only to barge lots 
or cargo lots, or truck transport lots, are so designed. Prices are in 
cents per gallon, except wax and petrolatums in cents per pound, 
and where dollar sign ($) is shown, in dollars per barrel of 42 
U. S. gallons. Prices do not include taxes or inspection fees. 

Prices are for crude oil and products awn produced and trans- 
ported; reported as received by Oilgram and NATIONAL PETROLEUM 
News but not guaranteed; for subscribers’ private use only and not 
for resale or distribution or publication. . ‘ 

Gulf Coast cargo prices are b agree tmeage or quoting = other 
refineries, export agents or to large tanker terminal operators. 

Gasoline poe pr roi are by ASTM Research Method and are 
minimum ratings yt where letter “M” is used to indicate the 
octane rating is by ASTM Motor Method. 

LETTER “X” INDICATES PRICE CHANGE. 
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Gulf Coast Cargoes 
41-43 w.w. kero. .9-10.5 
No. 2 fuel... 9-10.25 
53-57 d.i. gas oil. .9.375-10.625 
48-52 d.i. gas oil. .9.25-10.5 
43-47 d.i. gas oil. .9.125-10.375 
Bunker C fuel... . $2.55-2.65 
Bunker C fuel 

max 1% sulfur. $2.55-2.70 


Albany, N. Y. 
og a 1. 


No. 6 fuel, no sulf. 
guar $3.23 


Baltimore, Md. 


Kerosine/No. 1... 11-11.5 


- -10.75-11.25 
10.5-11 
10.25-10.75 


.10.9-11.4 
$3.91 


10.25 10.25 10.25 
(a) ‘Prices of some sellers to bulk . consumers are 0.15c higher than prices shown. 


Kern Na 10 


inkers $4.30-4 
Bunker ms _ $2. a 


penne He. 1. bre 625 
No. 2 fuel. . 9.5-10. 
No. 5 fuel, iow 
sulfur 
No. 5 fuel, high 
SS ine case 9.1-9.2 
No. 6 fuel, low 
sulfur......... 8.1-9.2 
Nor 6 fuel, high 
sulfur. ........ 7,.85-7.95 


*_delivered Cleveland. 


Corpus Christi, Tex. 
No. 6 fuel, no sulf. 


. max. 
a sal 
Buber C bunkers $2.65-3.15 


Nov. 4 
9-10.5 


9-10.25 
ya 
-25-10.5 
°. 125-10.375 


x$2.55-2.70 


11.2-11. 
10,7-11. 


11,1-11.6 
$4.23-4.33 


$3.23 


7 
2 


11-11.5 
10.75-11.25 


10.5-11 
10.25-10.75 
10.9-11.4 
$3.91 

$3.85 

$3.58 

$3.52 

$2.98 

$2.95 
$4.43-4.64 


$4.38 
$2.95 


10.6 
10.2 


10.5 
$3.18 


$2.68 
$2.65 


$4.20 


$3.94 
$2.65 


10.8-11.3 
10.5-11 


10.6-11.2 
$3.45 
$2.95 
$2.92 
$4.30-4.51 
$2.92 


10.25-11.625 


9.5-10.65 
9.15 
9,1-9.2 
8.1-9,2 
7.85-7.95 


DISTILLATES & FUELS 
Nov. 11 


Oct. 28 
9-10.5 
9-10.25 
9.375-10.625 
9.25-10.5 
9.125-10.375 
$2.55-2.65x 


$4.23-4.33 
$3.23 


11-11.5 
10.75-11.25 
10.5-11 
10.25-10.75 


10.9-11.4 
$3.91 
$3.85 
$3.58 
$3.52 


$2.98 
$2.95 


$4.43-4.64 


$4.38 
$2.95 


10.6 
10.2 


10.5 
$3.18 


$2.68 
$2.65 


12.05-12.55 
11.65-12.15 
10.75 


10,8-11.3 
10.5-11 


10.6-11.1 
45 
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10.25-11.625 
9.5-10.65 


9.15 
9.1-9.2 
8.1-9.2 
7.85-7.95 


10.8* 
10.05° 


$2.68 
$2.65-3.15 
$3.15 
$2.65-3.15 
12.85 
12.85 


11,85 
9.6-10 
8.6-8 


Oct. 21 
9-10.5 
9-10.25 
9.875-10.625 
9.25-10.5 
9.125-10.375 

2.55-3.15 


$2.60-3.15 
11.2-11.7 
10.7-11.2 


11,1-11.6 
$4.23-4.33 


$3.23 


11-11.5 
10.75-11.25 
10.5-11 
10.25-10.75 


10.9-11.4 
$3.91 
$3.85 
$3.58 
$3.52 


$2.98 
$2.95 


$4.43-4.64 
$4.38 


$2.95 


10.6 
10.2 


10.5 
$3.18 


$2.68 
$2.65 
$4.20 


$3.94 
$2565 


11.1-11.6 
10.6-11.1 


11-11.5 
$3.94 


$3.04 
$2.96 


$4.47-4.68 
$2.96 


12-12.55 
12.05-12.55 
a 


10.8-11.3 
10.5-11 


10.6-11.1 
$3.45 
$2.95 
$2.92 
$4.30-4.51 
$2.92 


10.25-11.625 


x9.15 
9.1-9.2x 
8.1-9.2x 
7.85-7.95x 


10.8* 
10.05° 
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DISTILLATES & FUELS 
Nov. 11 Nov. 4 Oct. 28 
10.625-11 = 625-11 10.625-11 
do barges 1 10.5 


: 0.5 .f 
No. 2 fuel 10.375-10.75 0. 375-10.75 10.375-10.75 
do barges... . 10.125 0.125 10.125 
Diesel oil, shore 
plants 10.5-10.95 
No. 6 fuel, no sulf, 
guar......... .$2.68-2.78 
do barges $2.65-2.70 
No. 6 fuel, max. 
1% sulfur ae 
do barges $2.80 $2.30 $2.80 


Light Diesel, 
$4.20-4.45 $4.20-4.45 


bunkers. . . 
Heavy Diese! 

bunkers . $3. $3.99 $3.99 
Bunker C, bunkers 2. 65 $2.65 $2.65 


Houston, Tex. 
Kerosine/No. 1. 


10.5-10.95 10.5-10.95 


$2.68-2.78 
$2.65-2.70 


$2.68-2.78 
$2.65-2.70 


$4.20-4.45 


Jacksonville, Fla. 
Kerosine/No, 1... 13.2 
No. 2 fuel. ......12.2 
Diesel oil, shore 
plants. 12. 
No. 6 fuel, no sulf. 


do barges... 

Light Diesel, 
bunkers...... .$5.124 
Bunker C, bunkers $2.92 


Miami, Fila. 


Kerosine/No. 1...13 
Diesel oil, shore 


PI aeweaualins 
No. 6 fuel, no sulf. 
2 


do ih 
Light Diesel 
unkers. . 124 
Bunker C, bunkers $2.90 


Mopls-St. Paul, Minn. 

Range oil No. 1. .x10.75-12.8 

No. 2 fuel 

No. 5 fuel, high 
sulfur 9.4 8.9-9.4 8.9-9.4 
No. 6 fuel, seo 
sulfur 8.7 7.9-8.7 7.9-8.7 


10.625-12.8 10.625-12.8 
x10.125-12 10-12 10-12 


Mobile, Ala. 


Kerosine/No. 1... 12.4-12.6 12.4-12.6 12.4-12.6 


11.5-11.7 11.5-11.7 
$4.448 $4.448 $4.448 
New Haven, Conn. 


Kerosine/No. 1... 11-11.5 11-11.5 
2 5-1 


10.5-11 
10.9-11.4 
$4.02 


11-11.5 
10.5-11 


10.9-11.4 
$4.02 


$3.00 $3.00 
$2.97 $2.97 


$4.66 $4.66 
Bunker C, bunkers $2.97 $2.97 $2.97 


New Orleans, La. 


Kerosine/No. 1... 10.6 10.6 10.6 
No. 2 fuel 0.2 10.2 10.2 


10.5 10.5 
$3.33 $3.33 


$2.83 $2.83 
$2.80 $2.80 


$4.20 $4.20 


$3.99 $3.99 
Bunker C, bunkers $2. 80 $2.80 $2.80 


New York Harbor 
Kerosine/No. 1... 11-115 
10.75-11.25 


10.5-11 


11-11.5 
10.75-11.25 
10.5-11 


0. 
x10.05-10.75 x9.8-10.75 


10.9-11.4 10.9-11.4 
$3.88-4.18 $3.88-4.18 
$3.85-4.08 $3.85-4.08 
$3.48 $3.48 
$3.45 $3.45 


$3.98 
$2.95 


11-115 


Oct. 21 
= — 


10. 375-10.75 
10.125 


10.5-10.95 
$2.68-2.78 
$2.65-2.70 
$2.80 

$4.20-4.45 


$3.99 
$2.65 


13.2 
12.2 


12.2 


2.95 
$2.92 


$5.124 
$2.92 


10.625-12.8 
10-12 


x8.9-9.4 
x7.9-8.7 


12.4-12.6 
11.5-11.7 


$4.448 


11-11.5 
10.5-11 


10.9-11.4 


02 


$3.00 
$2.97 


$4.66 
$2.97 


10.6 
10.2 


2 28 sens: 
: be ee Boe 
E 


ae 





Refinery and Terminal Prices 





Norfolk, Va. 
oatont No. 1.. 


DISTILLATES & FUELS 


Nov. 11 


11-115 


$4.3 
Bunker nC bunkers$2. o 


Fla. 
Kerosine/No. Res 
No. 2 f 
Diesel oi] shore 

plants 


Philadelphia, Pa. 
Kerosine/No. 1.. 


-11-11.5 


bunk 
Bunker’ C. bankers t 5 


Pt. Everglades, Fla. 


Kerosine/No. 1.. .13.2 
No. 2 fuel. ......12.2 


.~ oil, shore 


$5.124 
Bunker C, C, bunkers$2.90 


Portiand, Me. 
Kerosine/No. 1... 
No. 2 fuel....... 
Diesel oil, shore 


11.2-11,7 
10.7-11.2 


plants.........11,1-11.6 
No. 6 fuel, no sulf. 
uar ss 


do 
Bunker  bunkers$2. 96 


Savannah, Ga. 


Nov. 4 


11-11.5 
10.5-11 


10.9-11.4 
$3.00 
$2.94 
$4.43-4.64 


$4.38 
$2.94 


12.4 
11.5 


11.5 


11-11.5 
a 
10.5-11 


10.25-10.75 
10.9-11.4 
$4.03 

$3.73 
$2.98 
$2.95 
$3.08 
$3.05 
$4.43-4.64 


$4.38 
$2.95 


13.2 
12,2 
12.2 


$2.93 
$2.90 


$5.124 
$2.90 


11.2-11.7 
10.7-11.2 


11.1-11.6 


Oct. 28 


11-11.5 
10.5-11 


10.9-11.4 


$3.00 
$2.94 


$4.43-4.64 


$4.38 
$2.94 


12.4 
11.5 


11.5 


11-11.5 
10.75-11.25 


10. 
10.25-10.75 
10.9-11.4 
$4.03 

$3.73 


$2.93 
$2.90 
$5.124 
$2.90 


11,2-11.7 
10.7-11.2 


Oct. 21 


11-11.5 
10.5-11 


10.9-11.4 


$3.00 
$2.94 


$4.43-4.64 


$4.38 
$2.94 


12.4 
11.5 


11.5 


11-11.5 
10.75-11.25 
10.5-11 
10.25-10.75 
10.9-11.4 
$4.03 

$3.73 

$2.98 

$2.95 

$3.08 

$3.05 
$4.43-4.64 
$4.38 

$2.95 


13.2 
12.2 


12.2 


$2.93 
$2.90 


$5.124 
$2.90 
11.2-11.7 
10,7-11.2 
11.1-11.6 





DISTHLLATES & FUELS 


Tampa, Fla. 
aarenna/Be, 1. 


Nov. 11 


No. 6 fuel, no sulf. 
sent eeerree i 
$2.84 

Li aoe Diceei,. 
nkers . . .$5.082 
Bunker C, bunkers $2.84 


Toledo, Ohio 


11. Care "35 
9-9. 
No. 6 fuel 


Wilmington, N. C. 


Kerosine/No. 1... 10.8-11.3 
0.5-11 


Okla. (Ok ) 
42-44 w.w. kero. . 10.125-10.875 
58 & abv. d.i. 
Diesel......... 9.5-11.625 
9.75-10.625 
No. 2 fuel. ...... 9.125-9.75 
No. 6 fuel $1.75-2.30 


Okla. Group 3 (Northern Shpt.) 
42-44 w.w. kero. .10-10.5 
58 & abv. d.i. 

Diesel. . .625-10.5 
No. 1 fuel. ....... 9 — 125 


9.37: 
$1.75-1.85 


N. Tex. (Tex. & New Mex. shpt.) 
42-44 w.w, kero. .9.9-11.25 
58 & y dike 
Diese’ .... 0.911.375 
No. 6 fuel $1.75-2.60 


W. Tex. (Tex. & New Mex. shpt.) 


42-44 w.w. kero. .11.2-11.5 
58 & abv. d.i. 


E. Tex. (Truck transport lots) 
42-44 w.w. kero. . 10-10.75 
58 & abv. d.i. 

Diesel........ .9.5-10.5 

% 9.75-10.25 
No. 6 fuel $1.95-2.75 


, Nov. 4 
12.1 
12.1 
$2.87 
$2.84 
$5.082 
$2.84 
12.7 
12.25 
12.45-13.35 
11.45-12.35 


9-9.65 
8-8.9 


10.8-11.3 
10.5-11 


10.6-11.1 
$3.86 


$4.30-4.51 


10.125-10.875 


x$1.75-2.30 


10-10.5 


9.625-10.5 
9.625-10.125 
375 


9-9. 
$1.75-1.85 


9.9-11.25 


9.9-11.375 
x$1,75-2.60 


11.2-11.5 


10.95 
10.5-11.2 
10.2-10.25 
$2.66-3.10 


10-10.75 


9.5-10.5 
9.75-10.25 
$1.95-2.75 


Cent. W. Tex. (Truck transport lots) 


42-44 w.w. kero. .11.2 
58 & sel dik. 
No. 6 fuel. 


Kans. (For Kans. destinations only) 


42-44 w.w. kero. . 10.25-10.5 
58 and below 


Diesel 
No. 1 fuel. ...... ’: 375-10. 125 
9-9.5 


50 
No. 6 fuel. . .$1.85-2.10 


11.2 


10.95 
$2.65 


10.25-10.5 
9.75 


10 
9.875-10.125 
9-9.5 


$2.50 
$1.85-2.10x 


Oct. 28 


10.8-11.3 
10.5-11 


10.6-11.) 
$3.86 


$4.30-4.51 


10.125-10.875 
9.5-11.625 


9-9. 
$1.7501,85 


9.9-11.25 


9.9-11.375 
$1.85-2.60 


11.2-11.5 


10.95 
10.5-11.2 
10.2-10.25 
$2.65-3.10 


10-10.75 


9.5-10.5 
9.75-10.25 
$1.95-2.75 


10.25-10.5 
9.75 


10 
9.875-10,125 
9-9.5 


$2.50 
$1.85-2.30 


$5.082 
$2.84 


12.7 

12.25 
12.45-13.35 
11.45-12.35 


9-9.65 
8-8.9 


10.8-11.3 
10.5-11 


10.6-11.1 
$3.86 


$4.30-4.51 


10.126-10.875 
9.5-11.625 
9.75-10.625 


Hy 125-9.75 
x$1.85-2.40 


10-10.5 
9.625-10.5 
9.625-10.125 
9-9.375 
$1.75-1.85x 
9.9-11.25 


9.9-11.375 
x$1.85-2.60 


11,2-11.5 


10-10.75 
9.5-10.5 


9.75-10.25 
$1.95-2.75 


11.2 


10.95 
$2.65 


x10.25-10.5 
x@.75 


10 
x9.875-10.125 
9-0.5 


$2.50 
$1.85-2.30 





REPUBLIC OIL REFINING COMPANY 


DIVISION OF PLYMOUTH OIL COMPANY 


EXECUTIVE OFFICES: 
Benedum-Trees Bidg., 
PITTSBURGH, PA. 
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DISTULLATES & FUELS DISTULLATES & FUELS 
Nov. 11 Nov. 4 Oct. 28 a Nov. 11 Nov. 4 Oct. 28 
Ark. (For shpt. to Frk. & La.) 
42-44 w.w. kero. . 10.875 10.875 10.875 y PS 200 x 14.2 14.2 142 
Tractor fuel 11.5 11.5 11.5 5 


52 - bel. d.i. 300 . . $3.50-3.68 $3.50-3.60 $3.50-3 6. 
Diesel. . 10 


a — di. PS 400 $3.05-3.33 $3.06-3.33 $3.06-3.33 $3.05-3.33 
lese .-.- 10.37! . . . 


No. 2 fuel. .... 10 1 W. ms 12.3 12.3 12.3 
No. 4 fuel. ... ’ $2.60 dist— 


No. 5fuel....... $2.40 : : PS 100 16 16] 16 
No. 6 fuel. ...... i 


14.5 
Western Penna. 
Bradford-Warren: 


Kerosine. . 12.25x x12.25-12.5 i 2. 
55 cetane Diesel. . 12 12x 12.25 12.25 


No. I fuel “12.5 12.5 12.5 12.5 Benker C—PS 400 $2.85 

No. 2 fuel 11.5x x11.5-11.75 11.75 11.75 

36-40 gravity fuel 11.25 11.25 11.25 11.25 San Francisco, 

Diesel—PS 200.. .$5.59 

Oil City: Bunker C—PS 400 $2.90 

Kerosine........12.7 12.7 12.7 12.7 Seattle, Wash. 

50 cetane Diesel. .11.5 115 11.5 11.5 Diesel—PS 200... $5.84 

No. 1 fuel. ..122 12.2 12.2 12.2 Bunker C—PS 400 $3.25 

No. 2 fuel. .... . .11.75-11.85 11.75-11.85 11.75-11.85 11.75-11.85 

Pittsburgh: 

Kerosine........11.8-13.25 11.8-13.25 11.8-13.25 11.8-13.25 Bunker C—PS 400 $3.25 

50 cetane Diesel. . 11.45-11.55 il. 45-11.55 
3 


11. 
ia: 25 
36-40 gravity fuel 11. 6 11.75 45 


$6.45 $6.45 $6. 
Central Michigan: . $3.95 $3.95 
14.6-15.0 14.6-15.0 7 a 
14.3-14.6 Pe 3-14.6 2 ; Diesel .73 $5.73 $5.73 
14, 


$3 95 
iss. 8 v4 6 


112 Minatitian 
\ $. 60.7 7 6-9. : . $4.57 $4.57 
No. 6 fuel....... 8.6-8.7 6-8. 6-8. . $2.90 $2.90 
Ohio Quotations “ B 0. Obio for bY te to Ohio _~, Diesel $5.7: . $5.73 
Kerosine 13.8 : : $3.95 


ae ny $ " 
12.6 12.6 2. Diesel . $4. $4.57 


$4.57 
$2.75 $2.75 
Veracruz 


Bunker C 2.7 . $2.75 $2.75 


At most Atlantic Coast points prices of some sellers for distillate fuels to bulk commercia 
consumers are 0.15¢ higher than prices shown. 


NATURAL GASOLINE 
Prices are to blenders on freight basis shown; shipments may originate in any Mid-Con- 
tinent manufacturing 
FOB Group 3 Nov. " Nov. 4 Oct. 28 Oct. 21 
Grade 26-70. ....4.5 4.5 4.5 No Quotations* 
(Quotations) Quotations) (Quotations) 
FOB Breckenridge, Tex. 
Grade 26-70. ....4 (Quotations) 4 (Quotations) 4 (Quotations) No Quotations* 


*Correct Oct. 7 prices: Group 3, 4¢; Breckenridge, 3.5¢. Oct. 14 prices: Group 3, No Quota- 
tions; Breckenridge, No Quotations. 


Sk Sk Sk SE 
2 8 s8 Re 


“ 
~ 
& 


Mexico 
Ships’ bunkers; U. 8. dollars per bbl. of 149 liters, 


LP-GAS 


Producer's contract prices, tank cars. 
Propane: Nov. 11 Nov. 4 
NewYork Harbor. 10.05 0.05 
Philadelphia, Pa. .8.8-9.3 8.3-9.3 
Toledo, Ohio.....8 8 
Houston, Tex... .4-4.75x 4 
Oklahoma 


Car: 5 4-5 4-5 
41-43 w.w. kero. . 15.8 ) a . . 625-5.6: .75-5.625 4.75-5.625x 
itove iid 





5.625 


paragon =a HARTOL 


30 £. 40 St.. N_Y.C. EV 8-4100 25 hl ag PETROLEUM CORPORATION 


INDEPENDENT 
MARKETERS 


Marketer of Petroleum Products Maine to South Carolina 


NEW ENGLAND PETROLEUM CORPORATION 630 FIFTH AVENUE, 


NEW YORK 20,N. Y 
New York Boston 
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Refinery and Terminal Prices 





LUBRICATING OILS 


Western Penna. Nov. 11 Nov. 4 Oct. 28 
Viscous Neutrals—No. 3 col Vis at 70° F. 
200 vis. (180 at 100°) 420-425 flash. 
Pt... .ccessenee 27 27 
WOE... 6 cctusoee 26 26 
| ee 25 25 25 
150 vis. (143 at 100°) 400-405 flash. 
10 p.t. we. 25 25 
24 
23 
Bright Stock 
145-156 vis. at 210, No. 8 col. 
0 p.t. 29 29 2 29 
28 2 28 
27 2 27 
Cylinder Stocks 
600 s.r. filterable . 20.5-21.5 20.5-21.5 5-21. 20.5-21.5 
650 s.r...........x20.5-22.5 21.5-22.5 
bs 23-24(2) 
24-25(2) 
Mid-Continent 
FOB Tulsa basis, for domestic shipment only, bright stock, vis. at 210° neutrals, vis. at 
100° 0-10 p.p. 
Bright Stock—Conventional 
200 vis. D: 


25.5 25.5 


23.5 23.5 
23 23 


22.5 22.5 
Bright Stock—Solvent 
150-160 vis., 
0-10 p.p,95v.i. 25.5-26.5 25.5-26.5 25.5-26.5 25.5-26.5 
Neutra! Oils—Conventional—Pale Oils 
60-85 vis. 


15.75 15.75 15.75 


16 16 16 
18.25 18.25 18.25 
18.5 18.5 18.5 
18.75 18 75 18.75 
19 19 19 
d 19.25 19.25 19.25 
300 vis. No. 3 col.19.5 19.5 19.5 19.5 
Neutral Olls—Solvents—95 v.i. 
170-180 vis. 21-22 21-22 21-22 21-22 
i 21.25-22.25 21.25-22.25 21.25-22.25 21.25-22.25 
21.75-22.75 21.75-22.75 21.75-22.75 21.75-22.75 





LUBRICATING OILS 
Cylinder Stocks Nov. 11 Nov. 4 Oct. 28 Oct. 21 
600 s.r., 
olive green.... 19.5 19.5 19.5 19.5 


‘ Gulf Coast—Solvent Refined Oils from Mid-Continent grade crude; FOB ship at Guif 
lor export. 
Bright Stock, vis. at 210- 
150-160 vis.: 
0-10 p.t., 95 v.i. 26.5 26.5 26.5 26.5 


Neutral Olls—Vis. at 100-; 96 v.i.; 0-10 o.t.: 
100 vis 22.5 22.5 22.5 22.5 
200 vis 23 23 23 
24 24 24 
25-25.5 25-25.5 25-25.5 


Texas 
Vis. at 100- F., FOB 8S. Tex. refineries for domestic and/or export shipment. 


15.5 15.5 15.5 
17 17 7 
17.5 17.5 17.5 
18 18 


18.25 


18.25 
18.75 
19.28 
AVIATION GASOLINE 


Gulf Coast Cargoes Nov. 11 Nov. 4 Oct. 28 


Grade 115/145. . .x18.75 19.25 
Grade 110/130. . .x17.25 17.75 
Grade 91/96 «15.75 16.25 





OIL AND GASOLINE TANKS 


BIRMINGHAM TANK COMPANY 


P. 0. BOX 1490 Telephone FAirfax 2-3301 
BIRMINGHAM, ALABAMA 


DIVISION OF 
THE INGALLS IRON WORKS COMPANY 





R 


NOZZLE 
PLUG 


Prevents Spillage 


For Nozzle Tubes 
from |!/," 


to 154" O.D. 
$1.95 ea. 


Dealer Inquiries 
Solicited 


RICHFILL NOZZLE PLUG CO. 


S. E. C. 39th & Market Sts. 
Philadelphia 4, Pa. 
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AVIATION GASOLINE 


(MIL.F-5572) 


Nov. 11 Nov. 4 Oct. 28 


S~I% 


8 
& 


Grade 100/130. . 
Grade 91/96... 
Grad 


ey) 
Se 


S 


tt 
& aes 
SER BEB 
eee BER RE 


18.55 
18.55 


SSR SkR REAR BEE 


= eS 
pas 
—-—~ 
hk) 


PARAFFIN WAX 


Nov. 11 Nov. 4 Oct. 28 
Western Penna. (t.c. in bulk) 


124-6 AMP white 

crude scale... .6.25 6.25 6.25 6.25 
Atlantic Seaboard 

Melting points are AMP, 3° higher than EMP. Prices for carload lots. Domestic prices 
FOB refinery; scale in bags or bbls.; fully refined, slabs loose. Export prices FAS; scale in 
bags or bbls; fully refined in bags or cartons. 


New York Domestic 
124-30 white crude 
scale..... s 


124-30 white crude 
scal 


ree 3 
Fully Refined 
123-133... ...... .9.05 
135-145... . 9.05 





NAPHTHAS & SOLVENTS 


Nov. 11 Nov. 4 Oct. 28 Oct, 21 
Baltimore, Md. 


Mineral spirits. . 


Boston, Mass. 

V. M. & P. 
naphtha. io 

Mineral spirits. . . 18 


New York Harbor 

V. M. & P. 
naphtha.......19 

Mineral spirits. . .18 


Philadelphia, Pa. 

V. M. & P. 
naphtha... 18.5 

Mineral spirits. . 17.5 

Providence, R. |. 

Mineral spirits. . 18.5 


FOB Group 3 

Stoddard solvent. 13.375 

Cleaners naphtha 13.875 

V. M. & P. 
naphtha...... . 13.875 

Mineral spirits. . .12 975 

Rubber solvent... . 13.47 

Lacquer diluent. . 14.125-14.375 

Benzol diluent. . . 15.125-15.625 


13.375 
13.875 


13.375 
13.875 


13.875 
12.875 
13.875 
14.125-14.375 
15.125-15.625 


13.875 
12.875 
13.875 
14.125-14.375 
15.125-15.625 


14.125-14.375 
15.125-15.625 
Western Penna. 

Oil City: 

Stoddard solvent. 18 


Pittsburgh: 
Stoddard solvent. 18 18 


JET FUEL 
( MIL-F-5624) 


Nov. 11 Nov. 4 Oct. 28 Oct. 21 


Gulf Coast Cargoes 
Grade JP-4 9.75-10x 9.75-10.5 9.75-10.5 9.75-10.5 


PETROLATUMS 
Western Penna. Nov. 11 Nov. 4 


Bbis.; carloads; tank cars, 2.25¢ less. 


Oct. 28 Oct. 21 


Snow white. . 8.625 8.625 8.625 8.625 
Soft white. ......8.25 8.25 8.25 8.25 

Lily white 8.125 8.125 8.125 8.125 
Cream 7.625-7.75 7.625-7.75 7.625-7.75 7.625-7.75 
Soft yellow 6.75-6.875 6.75-6.875 6.75-6.875 6.75-6.875 
Light amber 6.75-6.875 6.75-6.875 6.75-6.875 6.75-6.875 
Amber 6.5-6.625 6.5-6.625 6.5-6.625 6.5-6.625 
Red 6.375 6.375 6.375 6.375 








This Is Your 


Market Place! 

Write today for Advertising 
Space Rates 
NATIONAL PETROLEUM NEWS 
330 West 42nd St., 
New York 36, N. Y. 











NO. 60 


NAME 


MULTI-PURPOSE MANHOLE 
(non-locking type) 


Preferred territories open for 
Manvfacturers Representatives 


—<GF>— universar VALVE 
P.O. Box 444-N Elizabeth, N. J. 


©) Send complete information 
C) Send catalog on other products 


| Complete Line of MWAMMOLES 


Three types fill most needs. In sizes 6” I1.D. x 6” deep, 8” 1.D.x 7%” 
deep and 10” I.D. x 7%” deep, manholes are of rib-reinforced cast 
iron. No. 60 is steel skirted. No. 61 is non-locking. No. 62 is locking 
ype, all-cast-iron. All have non-skid diamond tread on lid with space 
‘or product identification to your specifications at no extra charge. 


*, . 
OK 
SN, * "ee eo" e"e%e 


NO. 62 ALL-CAST MANHOLE 
(locking type) 


COMPANY—— 


@ Watch for new developments soon to be announced. 


@ Will develop products for you to suit your special re- 
quirements or specifications. 


NO. 61 ALL-CAST MANHOLE 
(non-locking type) 





COMPANY 





SYSTEM 


STREET 





Maximum Wpportunity city 


ZONE STATE. 








for Gales and Gjurnover 
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Tank Wagon prices 


_ Prices for gasoline do not include taxes; they do however, include 
soapection fees, amounts of which may be obtained by writing to 
NPN. Gasoline taxes, shown in separate column include 3¢ federal 
and State taxes; also city and county taxes as indicated in footnotes. 
Kerosine tank wagon prices also do not include taxes; kerosine taxes 


Secony Mobil 





Mobi Gasoline 
lar) 


Cons. Gasoline 
T.W. Taxes 


net 
— 
a 


New York City 
Manhattan 


: > ~~ 
cocoooo 
1 ee eee eee - 
gid pa x RDP: Yom eee. ee y 
NMS R SOR uth 7) 
Se me ee ee ete 
pees NNN Ue mememe. tee 
Ch SOW oUwWoOmAW wap 
aA 


New Haven ... 
Bangor, Me. 
Portland 
Boston, Mass. . 
Concord, N. H. . 
Lancaster 
Manchester 
Portsmouth .... 
Providence, R. I. 
Burlington, Vt. . 
Rutland take 5 

*Com. cons. t.c. prices 0.15¢ higher. 


tet et pel pe 
_ — tt ll pth 


i 
1. 
2. 


monppoion 


3 
1 
6 12.75 
12.8 


OO O00 CNHSS O06 90N III IIIIIIIA 
MmoOooooouvcocoocoocoococo 


ve te 
90 G0 NI LAN GO LA & We & PAN WS ‘ 
Te 

O20 BRAN OND AAD AA MAAD 1 HID » $ ‘ 
cancowoonpaan t 20% 


3 
= 


et et 
AAMAA 
aPaAaALD 


_ 
wa 
ial 


16.0 


where levied are indicated in footnotes. Discounts if any, are shown 
in footnotes. These prices in effect November 15, 1957, as posted by 
principal marketing companies at their headquarters’ offices, but 
subject to later correction. 


(No. 2 Fuel) 

. Yard 
10.9 
10.8 


5 
= 


T.C 


10.6 


— 
co. 
oo 


—_— 

os 

a oe) 

Uo’ UwmveouUuuwos 
os 


wa 
—e oOo 
wWNoOSo- 
- 
v= 


a 


winw 
o 
fad bed get ped ch Pah pet Pe eh 


Wo YAUSSS PLLA 
NW SUDRBADD Dios 


aNAKw 


<p eh pl fh ppl 
— 
_ 
wal 


ee _— 
a 


es ese 
ARABIA AMARA RADA : 
; 


' Nkwintoe 
ArtwuUSe’ UAne 

wa 

ate 


. — it 
: S9=S9: 


12.25 
12.3 


ae ete 
DAA: 
NOSRS 


1. 
1. 
2. 


Taxes: NYC prices are ex 3% city sales tax, Syracuse prices ex 2% city sales tax. igs . 
Discounts: Mobil Kerosine & Mobilheat—NYC (all boroughs) & Mt. Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel 


Diesel—all points, t.w. less 0.5¢ for deliveries of 800 gal or more. 


Notes: Premium-grade t.w. prices 3.5¢ above regular. Jamestown t.c. prices are delivered, all other t.c. prices FOB bulk terminals. 





Indiana Tank wagon prices listed below obtained by NPN 
Standard correspondents who visited Standard of Indiana bulk 
anear plants where the company’s prices are publicly posted. 
Red Crown Gasoline Standard 
(Regular) Furnace Oil 
Cons. Gasoline Kerosine 1-99 100 gal 
T.W. Taxes T.W. gal &over 
19.6 16.1 (a) 
17.3 16.3 
17.4 16.4*(b) 
17.0 


T.W. 
17.6 
17.6* 
17.5 


o 


Chicago, Ill. ...... 
South Bend, Ind. . 

Detroit, Mich. .... 
Mpls.-St. Paul, Minn. 
Des Moines, Iowa . 


15.8* 


© 05210 010 
SoooouUseoo 


Milwaukee, Wis. .. 
(a) See below for prices on larger quantities. 
gal & over. 


(b) 16.2* for 750 


Furnace Oil Fuel A Fuel C 
100-399 400 gal 1-749 750 gal 1-749 750 gal 
gal over gal over gal &over 
Chicago 15.1 14.6 11.7 10.95 10.4 9.65 

Standard Furnace Oil 

100-174 100-349 175-849 350 gal 850 gal 
gal gal gal &over &over 
15.3 14.8* 


Mpls.-St. Paul 16.0 


Milwaukee 16.0 15.5 
Taxes: St. Louis gasoline tax includes 1.5¢ city tax. Des Moines 
kerosine & furnace oil Papen do not include 7¢ state tax. State sales, 


occupation, consumer use taxes to be added, where applicable. 


Discounts: Red Crown c.t.w. prices at some points subject to 
varying discounts for quantity deliveries. 





Prices are tank truck postings, ex all taxes, apply- 

Standard of ing for deliveries of 400 gal or more; see below 
California for other deliveries. 

Gaso- 

Chevron line 

(Regular) Taxes 


San Francisce, Calif. 17.9 
Los Angeles 17.4 
Fresno .... 
Phoenix, Ariz. 
Reno, Nev. .. 
Portland, Ore. 
—. Wash. 

es 
_ on nt t 
Boise, Idaho ..... 
Salt Lake City, Utah 
Honolulu, T. H. .. 
Fairbanks, Alaska . 
Juneau 


* Standard No. 2 Burner Oil. en 

Taxes: Honolulu—Diesel/furnace oil price is ex 1¢ territorial tax; 
all T.T. prices are ex Hawaiian gross income tax of 1% to resellers, 
2.5% to consumers. 


Chevron Standard 
Kero- Diesel Furnace Stove 
Fuel Oil 


14.5 
14.0 


— 
wv 
w 


PAN ANAANI DN ¢ 
" MOWwUWNWYWNOCA 


99.90 0101010 1010.0 00.0 


SSoWUSSUUSOSOSOSO 
. eee eee 


Notes: For other deliveries— 


Chevron (regular)—Add to 400-gal-and-over price 1¢ for 40-199 
gal, 0.5¢ for 200-399 gal, except to marine trade in Alaska where 
0.5¢ differential applies to 40-399 gal; for less than 40 gal, add S¢ 
gal, except at Honolulu add 5¢ for less than 40 gal to marine trade 
and less than 100 gal to shoreside trade. Chevron Supreme (premium) 
prices are 3.2¢ higher than Chevron (regular) for quantity delivered 
at points above except Salt Lake City—3.0¢. 

Kerosine—Add to 400-gal-and-over price 11¢ for less than 20 gal, 
6¢ for 20-199 gal, 3¢ for 200-399 gal: tank car/truck trailer, deduct 
3.5¢. Diesel, furnace & stove oils—Add to 400-gal-and-over price 5¢ 
for less than 40 gal, 1¢ for 40-199 gal, 0.5¢ for 200-399 gal. 











S$ ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c¢ STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 
New Feature: 1000 to 9000 GALS. in 1000 STEPS. | FREE Description on Request | 


SYSTEMS 39-30Nn 58th st. WOODSIDE 77, N. Y. TWining 8-6666 


Figure use our FAST, EASY-TO-READ 


PETROLEUM CALCULATOR CARDS 
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Esso 
Standard 


Atlantic City, N. J. 
Newark 


Kerosine & 
No. 1 Fuel No. 2 Fuel 
w. T. W. 


: 
if 


14.8* 14.3 
14.8* 


SESS LS LSS esr Coocwocwoccn~m, 
SooooeeoeoocoEoSoeoSocoSefo 


— tt et 


Salisbury .. 
Charleston, S. C. 
Columbia ... 


haan Sok a 
RAGRAAAD 
A DA~2 Fa Lo = 30 


ew q ; 
Baton Rouge .... 
Alexandria 
Lake Charles 
Shreveport 
New Iberia ; 
Knoxville, Tenn. 
Memphis 
Coemenooss 


_— ee Ts. Te —— Se 
RAARAIAIARASAARIAAAIISAIAARAIARARS 
win Oe PY ewWaARnOniaOomecriom@UBcop,raUDOiO’® 
—__ -_ ee ee 
BAIS RRR ASIII IIR SBSSBAQIIISATS * 


Anu 


Little Rock, Ark. 16.8 
* Prices applies for kerosime only. 


20 iw iw 00 PAD d0b0o minim aNawSocabionoowvsae 3 


— 
~ 
x 


No.4Fuel No. 6 Fuel 
Newark, N. J. $4.402 $3.532 
Baltimore, Md. . ENE Ong Wate tht ... 4.64 3.58 
Washington, D. C. 1,050 gal minimum 4.83 3.68 
Taxes: Louisiana kerosine prices do not include 1¢ state tax. 
Notes: Kerosine/No. 1—Atlantic City prices are for deliveries of 


300 gal or more: add 1¢ for 100-299 gal, 2¢ for less than 100 gal. 
Premium-grade t.w. prices 2.5¢ above regular. 


Heavy Fuels 





Atlantic 

Refining 

Philadelphia, Pa. 

Reading ; 

Allentown 

Harrisburg 

Wilkes-Barre 

Williamsport 

Pittsburgh 

Altoona 

Erie .. ; 

Greensburg ...... : 

Wilmington, Del. 16.6 17.1 8.0 

Hartford, Conn. 13.5 15.4 9.0 

New Haven 14.9 15.4 9.0 

Boston, Mass. 13.9 14.9 8.5 

Springfield ...... 13.1 14.4 8.5 

Providence, R. I. 13.5 14.9 7.0 

Camden, N. J. 14.9 16.4 7.0 14.8 14.3 

Newark .. tan? eee 16.4 7.0 14.8 14.3 

Albany, N. Y. 15.4 16.9 7.0 15.4 14.6 

Binghamton 16.4 17.3 7.0 15.6 14.8 

Buffalo ......... 16.4 16.9 7.0 16.1 15.6 

Elmira ...... 16.8 17.3 7.0 15.7 15.4 

Rochester ....... 16.6 17.6 7.0 15.8 15.2 

Syracuse ... . 158 16.9 7.0 > «ae 

Watertown .... 18.1 18.6 7.0 17.4 16.1 

Baltimore, Md. 16.3 16.8 9.0 14.4 

Richmond, Va. 16.9 17.4 9.0 15.2 14.5 

Charlotte, N. C. 15.4 17.2 10.0 15.5 14.8 

Jacksonville, Fla. 16.6 16.6 10.0 ae 

DH os cduawe $68 16.9 10.0 
Pennsylvania 


ae ee 
Zone 1 Zone 2 me Sy 


Taxes No.5 No. 6 
Suggested 4 19.9 8.0 
retail 
Dealer cost: 
23% below 
suggested retail 
Consumer t.w. 15.1 15.8 8.0 


Phila 10.39 8.60 


Notes: Premium-grade t.w. prices 3.5¢ above regular. Kerosine— 
Penna., add 1¢ gal for t.w. deliveries under 100 gal at one time. 
Camden—Add 1¢ for deliveries of 100-299 gal, 2¢ for under 100 gal. 





Save time in 


Build for 


deliveries—and save 
wear on equipment 
—by using Ever-Tite 
Couplings. 

Ever-Tite engineering 
assures performance 
you can count on— 
and Ever-Tite 
durability reduces 
maintenance to a 


PORCELAIN ENAMEL 
minimum. There is an PANELS and SIGNS 
Ever-Tite for every e 
need. Ask your by 
distributor now. 


EVER-TITE COUPLING CO. INC. 
254 West 54th Street 
New York 19, N. Y¥. 


EVER-TITE 
Adapter and 
Coupler 





Build with 


It’s good business to dress up your 
station with National Porcelain En- 
amel Panels and Signs. They can’t 
fade, will retain their good looks for 
years, require a minimum of upkeep. 


EVER-TITE Porcelain Metal Products Division 


Shank Hose 
Coupling 


Executive Offices: 


2 Gateway 





Member: Porcelain Enamel Institute 
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Tank Wagon Prices 





Ohio Standard 
Sohio X-Tane Gasoline 
(Regular Grade) 
Consumer Gasoline Kerosine Sohio- Sohio- 
Resellers T.W. Taxes T.W.* Heat* Heat* 
Akron Ss none, £66 20.1 8.0 16.3 16.3 15.3 


Canton eX : 17.1 20.6 i 8.0 16.3 16.3 15.3 
Cincinnati .. 16.0 19.5 8.0 16.3 16.3 15.3 


Cleveland 17.1 20.6 . 8.0 16.3 16.3 15.3 
Columbus .. . . 171 20.6 : 8.0 16.3 16.3 15.3 
Dayton : 17.1 20.6 8.0 16.3 16.3 15.3 


No. I No. 2 


Seer 17.1 20.6 21. 8.0 16.3 16.3 15.3 
Mansfield ... a? 17.1 20.6 21.9 8.0 16.3 16.3 15.3 
Marion ..... 17.1 20.6 21.9 8.0 16.3 16.3 15.3 


Portsmouth . sia dye “Ae 21.0 22.3 8.0 16.3 16.3 15.3 
Toledo ... 17.1 20.6 21.9 8.0 16.3 16.3 15.3 
Youngstown 17.1 20.6 21.9 8.0 16.3 16.3 15.3 


Zanesville .. 17.1 20.6 21.9 8.0 16.3 16.3 15.3 


Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal or more; for 50-99 gal, add 1¢; 
1-49 gal, add 2¢. Premium-grade prices: consumer t.w. & s.s. 4¢ above regular, resellers 
3.5¢ above regular. S.S. prices are at company-operated stations. 


, — to 0.4¢ gal. discount off posted transport and tank wagon prices in north; 0.2¢ 
in South. 





Imperial Oil (Prices are per imperial gal., to arrive at price per U. S. gal., subtract 1/6th.) 
Esso 

(Esso Gasoline Regular) Furnace Oil 

Dealer Gasoline Kerosine No. 2. fuel 


T.W. Taxes T.W. T.W. 


St. John’s, Nfid. ...... : 23.2 17.0 25.7 18.7 
Halifax, N. S. .. {oPoee2 17.0 24.7 17.7 
St. John, N. B. .. ; , 22.2 15.0 26.7 17.7 


Charlottetown, PEI. .. ............ 23.9 16.0 27.2 19.3 
a Pe Pee ee 22.6 13.0 25.6 18.3 
pe eee 22.8 13.0 25.8 18.3 


eG a Sa os os Sas ares e's 22.8 13.0 25.8 18.3 
I, os ss winis bee Src hie oh 22.6 11.0 28.5 18.4 
Brandon, Man. ........... gota Se ce 11.0 28.5 20.6 


21.9 12.0 25.2 17.1 
24.8 12.0 27.9 17.4 
21.1 10.0 24.4 16.2 


23.9 15.7 
25.4 18.1 


20.6 10.0 
22.6 10.0 


I, FU is 6.5 N.. haga Tada 
Wamnret DO Re. yA esd cee cos se 


Taxes: Gasoline taxes are provincial taxes. 





Notes: Premium-grade t.w.—Nfid., N.S., P.E.I., Que., 4.0¢ above regular; Ont., Man., 


Sask., Alta., B.C., 3.5¢ above regular. 





@ SOLVENT NEUTRALS 
AND BRIGHT STOCKS 
@ MULTI-PURPOSE OILS 
@ CYLINDER STOCKS 


Maximum @)pportunity 


KERR-McGEE OIL INDUSTRIES, INC. 
for Gales and fjurnover 


e RE 9-06 





Watch for it! 


Humble _— 


Regular 
T.W. Retail Taxes Wagon tail 


16.3 20.8 8.0 14.3 18.5 


16.3 20.8 8.0 143 18.5 
16.2 21.7 8.0 14.3 18.5 


16.4 21.9 8.0 14.3 18.5 


T.W. prices are to all classes of 
dealers & consumers, Esso Extra t.w. prices 
2.5¢ above regular; Golden Esso Extra 2.5¢ 
above Esso Extra to contract dealers only. 


Kentucky 


Standard — 


T.W. 


Atlanta, Ga. . : a k 16.8 
Birmingham, Ala. : : 17.1 
Jackson, Miss. ... . . 16.6 
Jacksonville, Fla. .. a . 17.0 
Louisville, Ky. .... : : 16.7 


Taxes: Birmingham gasoline taxes include 
1¢ Jefferson County tax. Kerosine taxes not 
included in prices: Georgia 1¢; Mississippi, 
0.5¢. f 7 

Note: Current net prices may be different 


from those listed because of temporary local 
conditions. 


Fire-Chief Gasoline 
r Peer 


Taxes 


Texas Co. Sasesins 


Dallas, Tex. 

Ft. Worth .... 
Wichita Falls. 
Amarillo . é 


San Antonio ... 
Port Arthur ... 


Notes: T.W. prices are for min. 50-gal de- 
liveries; they apply to dealers & consumers. 
Premium-grade t.w. prices 3.5¢ above regu- 
lar, except. El Paso, 2.7¢ higher. 


92 90 90 20 90 90 G0 90 90 90 90 30 
oooococoooc]\|$c$$e 


Continental Oil 


(N. B. Prices are Continental’s tank wagon 
prices. Current selling prices may vary from 
those shown because of local conditions.) 


T.W 


Gasoline 
lt -< — 


Taxes 


Denver, Colo. 
Grand Junction 
Pueblo 

Casper, Wyo. 
Cheyenne 
Billings, 


Neyewp 
PO SOS © & G0 00 ¢ 
PUON DH WADA MWAinindn 


Twin Falls, Ida. 
Albuquer.,N.M. 9 
Roswell 


17. 

9. 

Muskogee, Okla. 16. 
Oklahoma City 16. 
Tulsa 6. 

Taxes: Gasoline taxes include these city 
ag tee nar SW & i “gps 0.5¢; Santa 

e eyenne , 1¢. 

Discounts: Salt Lake & Twin Falls gaso- 
line prices apply for deliveries of less than 
200 . 200-599 gal, deduct 0.5¢; 400 gal 
& over, deduct 1¢. 

Notes: T.W. pana se Pam —- é 
dealers. Premi w. . 
above regular, except Utah & Be wy oreasl 
um-grade 3.0¢. 


— 


— 
aot eee 
SSovrxSeveoooovrwcvcw 
MWSUUMSSOO>OOSOS&SOSOS 


—— 


— 

_—o 
Ss 
AA 
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Crude Oil Prices 








Domestic—Prices in effect November 15, 1957, but subject to later correction: In $ per bbl. of 42 U. S. gal. at the well. 


FIELDS EAST OF CALIFORNIA 





SCHEDULE A B < D B F G H I J K L M N o P Q 
Gravity : 
SE his kvccee<nonund 2.738 2.42 2.39 268 266 2.98 2.98 3.03 288 3.08 ees _— 2.16 \2.75 3.26 240 2.60 
Ma Nadas bewed ola Sees 2.7% 2.45 2438 270 268 295 300 3.05 290 3.10 2.14 230 2.20 2.77 3.28 2.42 2.62 
EDS: ainda vases bave:¢ 2.77 2.48 247 272 270 2.97 $802 3.07 2.92 8.12 2.19 2384 2.24 2.79 38.30 2.44 2.64 
RE hos ¢up od ho diaieee 0:0 2.79 2.51 2 51 274 2.72 2.99 3.04 $3.09 2.94 $8.14 2.24 2.38 228 2.81 $3.32 246 2.66 
ML G0 Pibcacnén coke ¢ 2.81 2.64 2655 2.76 2.74 3.01 3.06 $3.11 296 3.16 2.29 242 232 2.88 3.34 2.48 2.68 
8 ee ore 2.838 2.67 259 2.78 276 3.08 3.08 $3.18 298 3.18 2.84 246 2.36 2.85 336 250 2.70 
ON A ee 286 260 263 280 278 3 05 310 315 300 320 2.39 250 240 2.87 3.38 2.52 2.72 
BN ien'g 018% ocd apse dee 2.87 2.68 267 282 2.80 8.07 38.12 $3.17 3.02 $83.22 2.44 2.54 2.44 289 3.40 254 2.74 
IIS lh. 0 oa Beaton sn aii 2.89 266 271 2.84 282 8309 $14 3.19 304 324 2.49 259 249 291 $42 256 2.76 
SE ais cnatians abi 2.91 2.69 2.75 296 284 38.11 8.16 321 $06 326 2.54 264 254 2.93 3.44 2.58 2.78 
a5 alin Wakes see odd 2.98 2.72 279 2.88 286 313 38318 3.23 3.08 3.28 2.59 269 2.59 295 3.46 2.60 2.80 
Ais ciiccn shins cw nawns 2.96 2.75 2.88 2.90 2.88 3.15 3.20 83.25 8.10 3.80 2.68 2.74 2.64 297 3.48 cus 2.82 
Mees ¢.aceore'ated-tlcebGe + 2.97 2.78 287 2.92 2.90 $8.17 8.22 8.27 $8.12 8.82 2.67 2.79 2.69 2.99 3.50 2.84 
SE ree 2.99 2.81 2.91 2.94 2.92 3.19 3.24 383.29 8.14 3.84 2.71 2.88 2.78 3801 3.52 2.86 
 ctcecenckead sees 3.01 2.84 2.95 2.96 2.94 3.21 $3.26 3.81 3.16 3.36 2.75 2.87 2.77 3.08 3.54 2.88 
8 See ee 8.08 2.87 2.99 2.98 2.96 3.23 3.28 $8.38 3.18 3.88 2.79 2.91 2.81 3.05 3.56 2.90 
a sd icc cee usa ans 8.066 2.90 3.03 38.00 298 3.25 3.30 8.385 3.20 3.40 2.83 2.95 2.85 3.07 3.58 2.92 
en aécccccuccagee? 8.07 2.98 38.07 38.02 3.00 3.27 3.82 3.87 3.22 3.42 2.87 2.99 2.89 8.09 3.60 2.94 
EES swaccdcskneksae 3.09 2.96 3.09 38.04 3.02 3.29 3.34 3.39 3.24 $3.44 89 3.01 2.91 3.11 3.62 2.96 
A Ee 8.11 2.99 3.11 3.06 304 3.31 3.36 3.41 $3.26 3.46 2.91 3.08 2.93 38.18 3.64 2.98 
ICS bdcidn drehiese ee $.18 8.02 38.138 38308 38.06 $8.33 3.38 38.48 328 3.48 2.93 3.05 2.95 3.15 3.66 3.00 
A 8.15 8.06 315 3.10 308 $8.35 $8.40 3.45 3.30 8.50 2.95 3.07 2.97 38.17 38.68 3.02 
Prices are shown by states and by general LOUISIANA—South TEXAS—Gulf Coast 


areas in most states. 


GRAVITY SCHEDULES 


ALABAMA—Citronelle 
10¢ above Schedule D: Gulf. 


ARKANSAS 


Bear Creek, Stephens & Other Fields: 
10¢ below Schedule D: Esso, Arkansas Fuel, 


0, 
Cairo & Other Fields: 
10¢ below Schedule A: Esso. 
Magnolia & Other Fields: 
Schedule D: Esso, Sohio, Arkansas Fuel, 
Haynesville & Other Fields: 
10¢ above Schedule A: Esso. 


COLORADO 
Rangley 

Schedule A: Phillips, Indiana. 

dams, Logan, Morgan, Washington, & Weld 
Counties : 

Schedule E: Indiana, Pure, Sinclair. 


KANSAS 

Schedule A: Phillips for Greenwood County. 

Schedule C: Phillips for all fields except 
Greenwood County. Indiana, Pure, Sinclair, 
Texaco for all fields. Continental for Barton, 
Cowley, Ellsworth, Harvey, McPherson, Reno, 
Rice, Rooks, Russell, Sedgwick, and Sumner 
Counties. Cities Service for all fields. 


LOUISIANA—Central 
Catahoula take & Other Fields : 
Schedule io. 


Hem: = oo a Other "Fields: 
{ Esso, Soh 
Olla & Othe Fields: 

Schedule H: Esso, Arkansas Fuel, Sohio. 





LOUISIANA—Coastal 
Edgerly & Other Fields: 
Schedule G: Gulf. 
Bayou Blue below 28+: * 
10¢ above Schedule 0 (24-29 gravity): Sun. 


LOUISIANA—East 
Bee Brake: 
Schedule I: Esso. 
Farview, ss -. Other Fields: 
Schedul: Sun, Sohio. 
Holl Rides. ‘ w Other Fields : 


LOUISIANA—North 
Ashland: 

Schedule A: Esso. 
Lis! 

— 
Athens 

1 





bon & Sugar Creek: 
\cheda P. 








Fields: 
O¢ a TE. yy -gr 
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Lake Washngton: 
Schedule F: Esso. 
Anse La Butte & Other Fields: 
Schedule H: Esso, Texaco. 
MISSISSIPPI 


Carthage Point & Other Fields: 
Schedule F: Esso, Pure. 

Fayette & Other Fields: 
—- © G: Esso, Sohio. 


‘Schedule I: Esso. 
Eucutta & Other Fields: 
50¢ below Schedule E (18-30 gravity): Gulf. 


MONTANA 

Elk Basin (Embar-Tensleep & Madison): 
Schedule K: Carter (schedule extends down 

to 15 gravity), Indiana (schedule extends down 

to 27 gravity). 


Sour Crude: 
Schedule K: Continental. 
Sweet Crude: 
Schedule E: Continental. 
Cut Bank 
Schedule A: Phillips, Carter, Texaco. 


Pondera: 
Schedule M: Phillips. 


NEBRASKA—Denver-Julesberg Basin 
Schedule E: Indiana. 


NEW MEXICO—Intermediate Crude 
Schedule E: Gulf, Phillips, Indiana, Texaco, 
Shell, Magnolia (schedule ends with below 
15 gravity), Continental. 


NEW MEXICO—Sour Crade 
Schedule Q: Gulf, Phillips, Indiana, Texaco, 
Sinclair, Magnolia, Continental. 


NORTH DAKOTA 
Schedule A: Indiana, Pure 


OKLAHOMA—Sweet Crude 
Schedule A: Phillips, Indiana, Carter, 
Texaco, Continental, Shell, Pure, Cities 
Service, Sinclair, Magnolia. 


OKLAHOMA—Sour Crude 

Schedule B: Indiana, Carter, Texaco, Shell, 
Pure, Cities Service, Sinclair (schedule ex- 
tends down to 15 gravity), Magnolia. 


TEXAS—East Texas Field 
$3.25 Flat Price: Cities Service, Humble, 
Phillips, Texaco, Sinclair, Gulf, Indiana, 
Sohia, Magnolia, Shell, Sun. 


TEXAS East Central 
Schedule N: Humble, Pure. 








Goose Creek & Other Fields: 
Schedule 0: Indiana. 
10¢ above Schedule 0 (24-30) gravity: 
Humble, Sun, Gulf. 
Hastings & Other Fields: 
Schedule O: Humble, Indiana. 
Anahuac & Other Fields: 
Schedule J: Humble, Sun. 


TEXAS—North, North Central 
Schedule A: Indiana, Texaco, Continental, 
Pure, Sinclair, Magnolia (schedule ends with 
below 29 gravity). 
TEXAS—Northeast (Asphalt Crudes) 
Taleo & Other Fields: ! 
Schedule P: Texaco, Humble (schedule ex- 
tends down to below 15). 


TEXAS—Panhandle 
Carson, Gray, Hutchinson, & Wheeler Counties: 
Schedule Q: Humble, Texaco, Magnolia 
(schedule ends with below 29 gravity), Phillips. 
Quinduno: 
Schedule A: Phillips. 


TEXAS—Southwest 
Kelsey & Other Fields: 
Schedule J: Humble, Sun. 
Mirando & Other Crudes: 
10¢ above Schedule H: Sinclair; (24-29 grav- 
ity): Humble, Magnolia, Sun, Texaco. 
Refugio Light & Other Crudes: 
10¢ above Schedule H: Humble. 
Refugio Heavy & Other Crudes: ; 
15¢ above Schedule J (20-26 gravity): 
Humble. 


TEXAS—West Central 

Schedule E: Humble, Indiana, Texaco, 
Shell, Pure, Cities Service, Magnolia (schedule 
ends with below 25 gravity). 


TEXAS—West Texas Sweet 
Schedule A: Gulf, Phillips, Indiana, Tex- 
aco, Shell, Pure, Cities Service, Magnolia 
(schedule ends with below 25 gravity). 
Schedule E: Gulf, Sinclair. 


TEXAS—West Texas Intermediate 
Schedule E: Gulf, Phillips, Indiana. 


TEXAS—West Texas Sour 

Schedule Q: Gulf, Phillips, Indiana, Hum- 
ble, Texaco, Pure, Cities Service, Sinclair, 
Shell, Magnolia. 


WYOMING 
Meadow Creek & Other Fields: 
Schedule E: Indiana, Pure. 
Schedule K: Continental. 
Winkleman Dome & Other Fields: 
Schedule K: Continental, Pure, Sinclair (27 
to 40 gravity). 
8¢ below Schedule K: Indiana and Sinclair 
for (15 to 26 gravity). 
Converse, Johnson, Niobrara & Park Counties: 
Schedule E: Continental. 
Salt Creek Field (Tensleep Gees: 
Schedule K: Stanolind O & 














Crude Oil Prices 





FLAT PRICES MICHIGAN 
Leonard Pipe Line: ° 
sc anon k. Fuel Clare City & other fields » i a NPN Gasoline Index 
oe Barryton (Fork, Sun-Denslow) 
ILLINOIS wean ili ote 
Ul. Basin (Carter, Texaco, Ohio Oil, Adams , ote 
Shell, Magnolia, Pure, Ashland, Coldwater : + Nov. 15 
Gulf, Sohio) 





. Simrall: 16.65 
Ul. (Sohio) « Grant Month ago 65 


Dudley field (Sohio) |... ............ 2. Barryton-Sun Denslow cette pan oP _ 
Plymouth (Ohio Oil) 


INDIANA Dealer index is an average of dealer 
Ind. (Sohio) MISSISSIPPI tank wagon prices ex tax in 50 cities. 
= ; Baxterville : Tank car index is weighted average of 
KENTUCKY Gondenante (Gulf) . —- beng 2 ~~ — for i 
Butler Co. rude (Gulf) : grade gasoline, refineries or ter- 
Ashland) = Sin s-penel : ... O88 MISSOURI minals: Oklahoma, Chicago District, 
Owensboro area (Ashland) wv . : Minneapolis-St. Paul, Western Pennsyl- 
— = = 2.62 St. Charles (Sohio) d vania, ifornia, Philadelphia, Jackson- 
merse A d : : : 
Weenie Ky., all fields & pools wes MONTANA ville, Boston, and Gulf Coast 


io) Darling (Carter) 


io: 
Coldwater 











LOUISIANA OHIO TEXAS 
Bivens (Atlantic) Cleveland & other fields i : 
t . (Sohio) x Chapel Hill: 

Neale (Atlantic) ‘ TY . Corning (Ashland) a habia tans x 
fae 7. yt ae + Corning (Seep) ¢ 

rania rk. Fuel) ‘ ¥ ; ou t lay Creek (Sun 
Ville Platte (Continental) i time Welle) fone (Humble. Sun, Texaco) 

t Creek (Humble) 

MICHIGAN PENNSYLVANIA—Penn. Grade pert “Huable Magnolia) 
Only lowest and highest postings of Allegany, N. Y. (Sinclair) eee -65 Van (Humble) .. 
company are shown below. Bradford, Pa. (Seep) tee : Van (Pure) 
Bay Pipe Line: Eureka, W. Va. (Seep) oT : 

_ * aneed (sour), West Branch Middle Penna. (Seep) . - WYOMING 

sour ; ae 


; s Southwest Penna. (Seep) i x Big Sand Draw Condensate 
Lake George : Zanesville, Ohio (Ashland) ... a (Sinclair) ...... ee 


Sinclair) 


go 90 90 90 go 80 co ce 
BSSlLSSaz 











CALIFORNIA 


S. O. California prices. All gravities above those quoted take highest price offered for field specified. 


Buena Elk Huntington Kettleman Wheeler 
Gravity Vista* Hillst Beach Inglewood Hille Torrance Ridge Wilmingtos 


a 
= 
> 


2.59 


cod 


 eogoce ge cecococococecononeeanonenens: ; 

: SBBRNeEaSSRSSASSLSs: : 
nw 

; segegecononosonororororonono RS 

: RSRSSRSSRRSSRaw: : 


SSSRRR22%: : 


eae 


- goeneo.cognce coco ce cocoesssrosoronote tei: 
: SSLSERBSaSSQESESSRKSS: : 
- go cago coco coco cococeconononoro ene 
: SSSBBSaSSSSSSSSSE2 


2. 
2. 
2. 
2. 
2. 
2. 
2. 
3. 
3. 
8. 
3. 
8. 
3. 
8. 
3. 
3. 
3. 
3. 
8. 
3. 


: SRLSSSSSRBISSSE 


SRSeSSRSBE: : |: 
: SEseeeewhaesessesace: |: : 


; Se gocece ce ce co.co.ce cage coco nononone nese £9 


eocecocococscocococococococeneme: © sl: 
> & & CoCo ne nS 
SSSS2SSR8E 


Lane. ee go 
*Prices are same for Elk Hills (Shallow) and Midway Sunset 
tStevens Zone. 
#Long Beach 





Canadian Crude Prices Joffre Nisku ..... y Ontario 


Keystone ; re i i ivi i 
Postings of Imperial Oil Ltd. Prices are pe ox REPREEE Oil Springs Receiving Station as 


in Canadian dollar per bbl. of 35 imp. gal. DORMS Teme Ba ov eet : Foes OF tw. af te 
Malmo Leduc .. 
New Norway Nisku .. 
Alberta New Norway Leduc .. 
Acheson/Stony Plain ... mY a Me 
— hey . Redwater St a 
onticy . Sturgeon Lake Leduc . 
Big Lake South . Sturgeon Lake Triassic 
Bonnie Glen Oe eee 
amel ve E Westward Ho ... 
Excelsior r Willesden Green 
Fairyde 


Fenn-Big Valley ... : Manitoba 
a Turner Valley (Alberta) 
Prices begin with 33-33.9 gravity at $2.55 


ee, 7 i : with 2¢ differential per degree of gravity to 
Joffre Viking i ‘ 64 and above at $3.17. 
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Foreign—Prices in effect November 15, 1957, but subject to later corrections; in $ per bbl. of 42 U. §. gal., except as noted. 


VENEZUELA 


Prices per bbl. for ootey quantities, FOB vessels at ports shown; effective at time vessel 
tenders for loading; subject to change without notice, and to availability and other terms stated 
below; 2¢ per bbl. differential per degree of gravity applies for gravities below and above those 
shown, except as noted. Prices for crude oil sold at points other than those indicated subject 
to variation from prices shown below to reflect any change in transportation and termi 
requirements. Key to companies posting: 1—Colon Development, 2—-Compania Shell de Vene- 

zuela, 3—Creole Petrolum, 4—International Petroleum, 5—Mene Grande, 6—Richmond Explo- 
ration, 7—Sinclair Oil & ‘Refining, 8—Socony Mobil Co. de Venezuela, 9—Texas Petroleum. 


Crude FOB Port Posted ail Gravity 
Anaco Wax Puerto La Cruz . 41.0-41.9 
Bachaquero Las prsaresy Aamany Flat 
Bachaquero . Las Piedras ; 13.5-13. 
Bachaquero 4 . Las Piedras 14.5-14, 
Bachaquero Heavy Las Piedras _... : Flat 
Bolivar Dist. Heavy Bachaquero, Cabimase 12.5- 2. 
Bolivar Dist. Heavy Cardon ... 4 2.' 
Bolivar Dist. Heavy ..... Lagunillast 12. 
B Ps Bajo Grande 
Cabimas Getty)t 
Cardon .. 
Cabimase 

Las Piedras 
Cabi 


Cabimas 
Cruces/Manueles 


Crmcee/ Menuetes he: 
-..e+e++ Tucupido 


Cumarebo 
Guanipa 
Guanipa 


Guere (Crude Waxing) ae 


Jusepin 

Lagomar 

Lagomar 

Lagotres 
Lagunillas ....... 
Lagunillas Heavy 
Lagunillas . 
Lagunillas 
Lagunillas 
Lagunillas 


Las Piedras 
Cardon .. 
Colonchat 


Puerto La Cruz 


-.. Puerto La Cruz 


Puerto La Cruz 
Caripito 
Cabimas® 
Cardon 
Bachaquero 
Cardon ... 

Las Piedras/Amuay 
Las Piedras 

Las Piedras 

Las Piedras 
Lagunillast 


NweIRWWRK KK NAUUNNANNNAUNWWU 


... 26.0-26.4 .. 
About 15/16 .. 
Fl 


at 
About 15/16 
, Flat 
me Flat 
—.° 15/16 


Amuay .. 
Puerto La Cruz 
Puerto La Cruz 
Cardon 

Las Piedras 

Las Piedras 
Las Piedras 
Las Piedras 
Palmarejot 
Palmarejot 


2 
2 
2 
3 
2 
4 
5 
oe 
3 
5 
2 
2 
2 
5 
9 
4 
3 
2 
9 
5 


Pedernales Capure (Pedernales)t 
Quiriquire ..... Caripito Ae 
eg aa Pu 

Santa 


CeLWNNN®WaUww 


41.0-41.9 


Puerto La Cruz About 47/48 .. 
Puerto La Cruz 

.. Puerto La Cruz 
. Puerto La Cruz 
Puerto La Cruz 
Puerto La Cruz 


N 


aSabitond -aeamaaned 
San Joaquin .... 
San Joaquin .. 
San Joaquin 
San Joaquin .. 
Santa Barbara- 
Officina Blend . 


PwWwnNwaun 


. Puerto La Cruz 


Boca de Uracoat 
Caripito 
Caripito 

Tia Juana Light : 

Tia Juana Medium 

Tia Juana 102 L.P. 

Tia Juana — 


Differential per “% degree gravity: *2.5¢ bbl. @3.5¢ bbl. xDiff. 
full 1 ste ot —— above 41. - 2.5¢ Be each’ fall % tect o 2 % r\ for each 
draft water moorin ‘Also 
a Fy g- available at La Salina at 3¢ bbl. less. tAlso available 
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MIDDLE EAST 


Prices are per bbl. of 42 U.S. gals., exclusive 
of local port or other governmental charges, 
sales taxes, etc., if any; FOB loading port in- 
dicated, for gravities shown ; 2¢ per bbi. differ- 
ential per degree of gravity applies for below 
and above those shown. 


Persian Gulf 


Crude Gravity Price 
Arabian (ex Rastanura) 
Esso Export, M. E. Crude 
Sales, Mobil Overseas, 
California Transport, 
Texaco Tradin 34-34.9 $2.08 
Arabian, Safaniya ed 
Esso Export, M. E. Crude 
Sales, Mobil Overseas, 
Texaco Trading, Cali- 
fornia Transport 27-27.9 1.79 
Basrah, Iraq (ex Fao, Iraq) 
BP Trading, CFP . 36-36.9 2.00 
Esso Export, Mobil ‘Over- 
seas, Shell Pet 35-35.9 1.98 
Iranian (ex Bandar Mashur) 
Iran Atlantic, Tidewater- 
Iran, Am. Independent, 
Mobil Overseas, Shell 
Pet., BP Trading, The 
Texas Co. (Iran), Han- 
Cock Int'l, Signal Int'l, 
Esso Export, Richfield 
Iran, Iran Calif., Gulf 
Int’l, CFP (Iranian 
Branch), Sohio-Iran, San 
Jacinto, Nat'l Iranian, 
Pac. Western-Iran ...... 34-349 2.04 
Iranian Light (ex Abadan) 
Iran Atlantic, Tidewater- 
Iran, Am. Independent, 
Mobil Overseas, Shell 
Pet., BP Trading, The 
Texas Co. (Iran), Han- 
cock Int'l, Signal Int'l, 
Esso Export, Richfield 
Iran, Iran Calif., Gulf 
Int'l, CFP (Iranian 
Branch), Sohio-Iran, San 
Jacinto, Pac. Western-Iran 34-349 1.99 
Iranian Heavy (ex Abadan) 
Iran Atlantic, Tidewater- 
Iran, Am. Independent, 
Mobil Overseas, Shell 
Pet., BP Trading, The 
Texas Co. (Iran), Han- 
cock Int'l, Signal Int'l, 
Esso Export, Richfield 
Iran Calif., Gulf 
Int'l, CFP (iranian 
Branch), Pac. Western- 
ima, Sohio-Iran, San Ja- 


Kuwait a Mina-al-Ahmadi) 
BP Trading, Gulf Kuwait, 
a P taemen Esso 


31-31.9 1.80 


31-31.9 1.85 
Qatar e ti Said 
Shell Pet., Mobil 
Esso Export 41-41.9 2.23 
BP Trading, CFP ........ 40-40.9 2.21 


Eastern Mediterranean 
S bian (ex Sidon, Leb: , 
\ anon 
a op 36-36.9 2.59 
ME. Fee's Sales, Mobil 
peng — 
Tans- 
a i 34-34.9 2.55 


I ex pr li, ong ea Syria) 
BP : gg Esso Expo! 
Shell Pet., CFP 36-36.9 2.59 
Mobil Overseas 35-35.9 2.57 


FAR EAST 


Price is in US. dollars per bbl. of 42 U - 
1., FOB caeene, Sarawak, as posted 
rawak Oilfields at ex local port or Pro 
government charges, for crude within gravity 
range stated, loaded in full cargo lots. 
Seria Light, "37-38 API $2.75 





Statistics 


Gasoline Consumption by States, July 1957 


(American Petroleum Institute Figures) 
Tax Ratet ————— Month of. - 7 Months Ending With—-— 
July June 1957 July 1957 1956 July 1957 July 1956 
Cents Gallons Gallons rhe jons Gallons Galions 
77 , 737 ,000 81, J 70,582 ,000 ‘ f 513,567 ,000 
s 126 ,000 36, é 983, 222 ,636 ,000 
50, , 751,000 
500, , ,910 ,000 
67, é ,828, 
a 67, B 
443. 000 (r)17, 
16 ,342 ,000 17,05 
‘868 000 140, 
5 ,269 ,000 106, 
, 149 ,000 27,4 70: ,000 
, 772,000 267 ,849 000 
,206 ,000 162 ,356 ,000 
, 748 ,000 75.707 ,000 
109 ,350 ,000 
78 ,893 ,000 
79 864 ,000 
,893 ,000 35 , 365 ,000 
,525 ,000 75,414,000 
,484 ,000 121 ,972 ,000 
, 331,000 247 ,026 ,000 
, 237 ,000 129 , 152,000 
"266.000 52,577,000 
5,864,000 154 ,265 ,000 
, 353 ,000 35,987,900 
, 229 ,000 65 ,049 000 
,208 ,000 14,848 ,000 
948 ,000 22,175,000 
, 294,000 170,793 ,000 
, 744 ,000 40 045 ,000 
, 283 ,000 376 ,885 ,000 
,417 ,000 122 ,070,000 
, 385 ,000 35 .775 ,000 
5 ,662 ,000 290 ,609 ,000 
, 596 ,000 91, 
, 096 ,000 64, 
,661 ,000 292, 
1,099 22, 
63, 
35, 
93, 
395, 
31, 
13, 
118, 
: } ‘ 92, 
West Virginia........... ws : . 45, 
i ‘ i Sy 130, 
Wyoming...... a2 ot ais § , 636, "000 20, 








res 
ws 


California 
Colorado....... 
C —- 
Delawa 


RN 


Indiana... .. 
Iowa... 
Kansas... 
Kentucky 
Louisiana . 
Maine... 
Maryland 
Massachusetts 
Michigan 
Minnesota. 
Mississippi. . 


AAA IIIA MAAMABARNMAAAHONAT 


_ 
or 


ON FE ere 
Nebraska...... 

Nevada.... e4ae%acaaware Ke 
New Hampshire. 

New Jersey... ¥ 

New Mexico..... 

New York ‘ 

North Carolina. . 

North Dakota 


Oklahoma 


wr 


Pennsylvania... .. 
Rhode Island 
South Carolina. 
South Dakota 


IRON AINAIRAMUNAH WIM 


S 
S 
a 





Total 48 States and D. of C..................... ; . 428 ,000 5 ,388 ,716 ,000 : 03 ,000 } , 32 ,218 ,976 ,000 
Daily Average eS ee ere ; , 381,000 173 ,830 ,000 156.739 000 156, 151,263 ,000 
Change from previous year: 
Total change. . seks states +529 818 ,000 
Percentage change i in ‘Daily Average. “hae — . =f +10.90% 


+ These are State tax rates per gallon. In addition there is o ee Tax of Three cents (3¢) per gallon. 
(a) Massachusetts gasoline tax increased one-half cent (4%¢) J 
(b) South Dakota gasoline tax increased one cent (1¢) July 1. 
(ce) Vermont line tax increased one = a (1¢) July 15. 
(r) Revest. its wk revised to 16 ,304,0 
NOT taal on June Table should read three cents rather than two cents. Pennsylvania gasoline tax was decreased by one cent rather than increased 
as stated = [No tab 





Louisville, Ky. i-15. i-20.90 
Gasoline Prices for 55 USS. Cities Clevslang, Ohio f . 
: incinnati, ’ 
Dealer tank wagon and retail prices for on ae (house- Sdcoenaiie ted 
brand) gasoline, and taxes, in 55 representative S. cities on Chicago, Ill. .. 
November 1, 1957 as compiled by National wt ae, News are Petroit. Mich. 
shown below. Figures are in ¢ per gal.; (i) and (d) indicate increase or Milwaukee, Wisc. 
decrease as compared with October 1, 1957. Tax column indicates Twin Cities, Minn. 
only motor fuel taxes levied as such. Fargo, N. D. 
Service Tax Service — ck 
Station (incl. 3¢ Station Des Moines ‘la 
(ex tax) federal) (incl. tax)  ¢; Louis, ie 
Average U. S. ; i-16. i-22. 8.92 i-30. Wichita, Kans. . 
Portland, Me. 5. } 10.00 A Tulsa, Okla. ... 
Manchester, N. H. .... k Little Rock, Ark. 
Burlington, Vt. New Orleans, La. 
Boston, Mass. Dallas, Tex. 
Providence, R. I. Houston, Tex. 
Hartford, Conn. . El Paso, Tex. . 
Buffalo, N. Y. Albuquerque, N. M. 
New York, N. Y. Denver, ‘Colo 
Newark, N. J. Cheyenne, Wyo. NS 
Philadelphia, . Re Great Falls, Mont. . . 
Wilmington, Del. ; Boise, Idaho 
Baltimore, Md. ..... Salt Lake City, en 
Washington, D. C.. Reno, Nev. ... 
Charleston, W. Va. Phoenix, Ariz. 
Norfolk, Va. Los Angeles, Calif. 
Charlotte, N San Francisco, Calif. 
‘Charleston, S. Portland, Ore. 
Atlanta, Ga. Seattle, Wash. 
Spokane, Wash. . 
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*Includes 1¢ city tax. **Includes 0.5¢ city tax. ***Includes 
1.5¢ city tax. 
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Statistics 


Service Station Building Permits, 6 Months 1956 


(Valuation in thousands) 





January February Total Jan.-June 
No. Val. No. Val. No. Val. " . " ‘ Val. No. Val. 
United States total 768 $12,536 718 $12,194 883 $14,040 ; $13,715 [5,092 $82,931 


New England . 
Connecticut... . 
aine...... 
Massachusetts. . . 
New Hampshire. . 
Rhode Island. . 
Vermont... 


38 


_ 
“AwQnso 


Middle Atiantic 
iw Jersey... 

New York.. 
Pennsylvania. . 


RESR 


East North Central... 
Ilinois aan e 
Indiana. . 


8 


6 
6 
2 
10 
3 
1 
2 


BERR-o8 
fo wee | 


now 
SBR B2gg 


=e 
a: 
88 
wo 


se8 


Sarsus 


Ra® 


= 
“~O-Las 


1,472 
1,141 
150 
181 


























() Data shown in this tabulation have been developed to represent all areas which require building permits, rural as well as urban. These places, which number 
approximately 7,200, include about 80 percent of the Nation’s nonfarm population according to the 1950 Census. These figures do not represent the volume of building 


ae during each month since no adjustment has been made for lapsed building permits nor for the time lag between permit issuance and the start of 
construction. 


(2) None reported. 
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Since we first gave birth to Mervin Midland and Fleetybelle in 
January 1957, “A Carls A Woman” has been seen by 11,836,785 
men and women on television, in theaters, at meetings, gatherings 
and groups. We have tried to reach as many persons as we could, 
and all we can say now is— WOW! 


To be very honest, we did not think or even dream that this many 
men and women would see "A Car ils A Woman”. This means that 
11 million more people now know much more about proper cooling 
system maintenance. 


And just think—it’s still going strong! 


We hope we can tell you it’s been seen by 24,000,000 at this time 
next year. WOW 
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Who can afford poor lighting... especially when 


GOOD LIGHTING COSTS LESS! 





CROUSE-HINDS service station floods 


pay-off in efficiency, economy, flexibility 


Poor lighting is always expensive: In the impaired speed and efficiency 


Typical Combination Mounting of of servicing cars. In the loss of “window-shopping” customers who are attracted 
Crouse-Hinds MDB-10 and MDB-14 : i ‘ , 
Service Station Floods. to well lighted stations. In the failure to attract women drivers who will only 


stop at clean-looking, brightly-lighted stations. 


Crouse-Hinds MDB Series Floodlights are designed specifically for service 
station applications. Two types of lights and five lenses provide the most flexible 
station lighting system available. Pole mounting brackets, complete with terminal 
blocks, mount up to seven floods with ideal ease of installation, maintenance and 
future alterations. Lamp costs and power consumption are reduced to the same 
figure you would ordinarily pay for half the illumination with other systems. 


f 
Crouse-Hinds new type SFL sign ay floodlight Write Today! 
delivers twice the light on the sign... with the _.. for Service Station Lighting Bul- 
same size lamp! \ _.}j letin No. 2689, For down-to-earth 
Provides higher level illumination, unobstructed » lighting advice and product infor- 
view of sign, true color retention and is glare-free. mation just send a print of your 
Two models—adaptable to most signs: top, bottom station layout. A Crouse-Hinds 


Field Engineer is available to help. 
or side mounting; 150 to 300-watt lamps. Or dee Comeen iaas Dikactednee, 


en CROUSE-HINDS company 


exclusively through 


Pane Main Office and Factory: Syracuse, N. Y. 


Crouse-Hinds Company of Canada, Ltd.: Toronto, Ont. 


Offices: Baton Rouge Birmingham Boston Buffalo Chicago Cincinnati Cleveland Corpus-Christi Dallas Denver Detroit Houston Indianapolis Kansas City 
Los Angeles Milwaukee New Orleans NewYork Philadelphia Pittsburgh Portland,Ore. SaltLakeCity St.Louis St.Paul San Francisco Seattle Tulsa 
Washington RESIDENT REPRESENTATIVES: Albany Atlanta Baltimore Charlotte Chattanooga Jacksonville Reading, Pa. Richmond, Va. Shreveport 


FLOODLIGHTING ° SIGN LIGHTING ° EXPLOSION-PROOF ELECTRICAL EQUIPMENT 
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[aus happens will your gasoline take the blame? 


This unretouched photograph was taken 
during controlled laboratory full scale 
engine tests under typical temperature 
and humidity conditions that cause car 


buretor icing 


Save That Customer! UNICOR-LHS PREVENTS 
CARBURETOR ICING t:cossuseior icing neppens to stat ne co 


of one of your customers this winter he’ll probably cuss out your gasoline, rather than 
the temperature and humidity conditions that are the real culprits. Keep him happy, and 
his car rolling, by treating your product with UOP’s anti-icing compound, Unicor-LHS. 
This is a completely new compound, the most effective anti-icing agent yet developed. It is 
easy to apply and economical to use. Here are its advantages: 


Most potent anti-icing agent: Unicor-LHS is an 
anti-icing agent, not just a de-icer. It prevents ice 
formation and is about 40 times as effective under 
severe carburetor icing conditions as the widely-used 
alcohol type. 


No gasoline dilution: Because it is used in very 
low concentration Unicor-LHS causes no significant 
loss in BTU value of gasolines, a primary disadvan- 
tage of ordinary de-icing compounds. 


Convenient and economical: Only small amounts 
of Unicor-LHS are required . . . less than half the cost 
of alcohol. No large scale storage or blending facili- 
ties needed. It can be applied anywhere from refinery 
to jobber or filling station. 


Not water soluble: Not soluble in water, Unicor- 
LHS (light hydrocarbon soluble) is completely and 
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instantly miscible in even the lightest components 
of high vapor pressure winter-grade gasolines. 


Available right now: Write our Products Depart- 
ment for samples or for commercial quantities. We’ll 
be glad to advise you on the most economical way 
to use Unicor-LHS. 


Unicor-LHS is also an effective rust and corrosion pre- 
ventative. Protects refinery processing equipment, distri- 
bution and storage facilities all along the line from the 
refinery to the final distribution point. 


UNIVERSAL Oil 
PRODUCTS COMPANY 


30 ALGONQUIN ROAD, DES PLAINES, ILLINOIS, U.S.A. 
More Than Forty Years Of Leadership In Petroleum Refining Technology 


175 








two 


best 








friends... 





“the man ahead” 
and 


“the man behind" 





That man just ahead of you hopes you'll take his job away 
from him. He's plain selfish about it .. . that way you push 
him up the ladder, too. 

The fellow right behind you, what about him? He’s another 
good friend. Just help make him more capable of capturing your 
present spot .. . see, now he’s pushing you! 

How can you serve yourself better than you ever have before? 
By upgrading your own job performance. By learning all you 
can about other functions of your company’s business. By put- 
ting today’s problems together with tomorrow’s promises .. . 
and becoming more and more knowing about both, right here 
in the high-utility pages of this one specialized publication. 

This, don’t ever forget, is your own magazine — for you and 
men like yourself to work things out together — to find new and 
better ways to make progress and profits. McGraw-Hill editors, 
who live on your street, unceasingly strive to make it the single 
greatest community of interest for your industry. And the more 
effort they put into it, the easier it is for you to get more out of 
it for every reading minute invested. 

Look ahead, read ahead, get ahead. Live this secret. Share 
it. After you've read this issue so satisfyingly, hand it over to 
that man one step below. Show him how much there’s in it for 
him, too. A few issues from now, we'll bet he looks you in the 
eye and says, “Thanks, friend. I just got my own subscription.” 























McGRAW-HILL SPECIALIZED PUBLICATIONS 


The most interesting reading for the man 


most interested in moving ahead 
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YOU CAN ALWAYS ADD SALES 
EVEN WHEN YOU CAN'T ADD SPACE 


as shown in this 


“SERVICE STATION 
OF THE MONTH” 


SPEEDY CONOCO SERVICE STATION, KINGSHIGHWAY AND NATURAL BRIDGE ROAD, ST. LOUIS, MO. 


Every square foot will sell more TBA, gas and oil 
with display merchandising fixtures designed by 
Shure “Space-Merchandising” Engineers. 


Write for folder 

showing full line fg 4 Sg | 
and suggested 

arrangements for 


salesroom and THE SYMBOL OF 


luberoom MANUFACTURING CORPORATION _ serter merchanoisinc 


1601 S. HANLEY RD. + ST. LOUIS 17, MO. 
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For fast flow, 
light weight and low cost 


install (heaton 


Manifold Valves 


Your truck tanks or trailers can discharge with much higher 
rate of flow through Wheaton Manifolds—custom-built and 
engineered to meet your requirements. 


The ENGINEERING you want: Wheaton Manifold 
Valves achieve a definite advance in manifold construction. 
There is no frame, resulting in exceptional lightness. There is 
greater through area, and less pressure drop. And all units 
have uniseam construction and non-corrosive trim—features 
that are exclusive with Wheaton. 


plied in any arrangement to meet the customer's require- 
ments for flexibility and simplified operation. 


The MODEL you want: You can obtain Wheaton Mani- 
folds in the model and metal that meet your needs—Square, 
Split or Selective—in aluminum, steel or stainless steel. 
Wheaton has been making manifolds since 1938. Before 
you install another manifold, let our engineers tell you the 
advantages offered by Wheafon—the custom-built, ad- 
vanced-design valves that meet your needs in flexibility . 


The DESIGN you want: Wheaton Manifolds can be sup- safety . . . fast rate of flow. Send today for full details. 


WHEATON BRASS WORKS, UNION, N. J. 
Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Tank Fittings and Truck Tank Equipment 


Foreign Manufacturers 


Emco Limited, London, Ontario, Canada » Emco Brass Mfg. Co. Limited, Margate, Kent, England 
Worthington Corporation, Rio De Janeiro, Brazil, S. A. * Societe Luceat, Paris France « Ljungmans, Maimo, Sweden 


United States Representatives 
The Watts Co., Houston, agg 
Connor & Harris, Kansas City, Mo 
a Hone & Siekmeier Inc., Denver, Col. 
. H. Stroyd, Pittsburgh, Pa. 
Phil’ S. Crutcher, Jr., Louisville, Ky. 
J. A. Savage, Summit, N. J. 


H. 0. Link & Son, Baltimore, Md. 
Equipment Sales Co., Inc., Atianta, Ga. 
Renick & Mahoney, inc., New York, N.Y. 
R. H. Wishman Co., Inc., Buffalo, N. Y. 

H. G. Anderson Equipment Co., Albany, N. Y. 
Edward F. Worden Co., Detroit, Michigan 


R. Girard & Son, Chicago, Ill. 
Lufkin Engineering & Equipment Co., Boston, Mass. 
C. H. Currier Co., Pasadena, Calif. 
Erie Meter Systems, inc., 
Oakland, Calif., San Gabriel, Calif., 
Porti and, Ore., Seattle, Wash. 


Foreign Representatives 
E. A. Tessada, Mexico City, Mexico « A. Solares Y Cia., S. En C., Havana, Cuba 


@}-» Wheaton 


the best by every standard 
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Unwilling Oil Man 


“I DIDNT WANT any part of the 
oil business.” 

For a man who once thought that 
way, Bill Henwood has come about 
180°. He’s been wallowing in oil for 
close to 25 years—first with American 
Oil Co., next with an Amoco jobber 
in New Jersey, and finally getting into 
heating oil in 1941 with Meenan Oil 
Co., New York City. Today as a 
Meenan vice president, Henwood is 
putting experience in Meenan’s Levit- 
town, L. I. operation to good use at 
Levittown, Pa. (See page 119). 

Surfeited—Henwood’s early aver- 
sion to oil is easy to understand. “My 
father,” he says, “was an operating 
oil man and from the time I was three 
and a half until a year after I married 
some 20 years later, I lived at oil 
plants. I was sick and tired of the 
sight and smell.” 

Printer’s ink—not oil—began to 
flow through Henwood’s veins while 
he was a student at East Rutherford 
(N. J.) High. As a reporter for the 
old Passaic Herald, his beat covered 
Hasbrouck Heights and Teterboro. 
The former had many times the pop- 
ulation of Teterboro’s 29 souls, but 
most of Henwood’s news came from 
Teterboro. Its airport had become the 
second home of many early aviation 
figures, and Henwood reported the 
trans-Atlantic flight preparations of 
such men as Charles A. Lindbergh 
and Admiral Richard E. Byrd. 

In 1931, after studying journalism 


Henwood: He wanted to write 


at Colgate University, Henwood was 
ready to make his mark as a big-name 
writer on a big-name magazine. “My 
goal,” he recalls, “was Harpers, but 
by the time I was ready, the depres- 
sion hit. Harpers was letting big 
names go. 

Different Tack—To wait for bet- 
ter economic conditions, Henwood 
taught physics and biology at East 
Rutherford High for $150 per month. 
He formed a school band and also 
coached the soccer team. 

Conditions grew worse. And mid- 
way through his third year as a 
teacher, when salaries were in script 
instead of cash, Henwood quit. 

“One Saturday morning, I just de- 
cided to get into the oil business. So 
I went to American Oil Co. in New 
York to see if they could use me,” 


About Oil People 


Henwood says. They could, and Hen- 
wood’s oil career was started. 

“American was taking over Pan-Am 
stations at the time and my first job 
was to inspect these stations in New 
England, New York and New Jersey,” 
Henwood says. 

Next came sales promotion: Hen- 
wood helped launch Amoco News. 
“I was telling salesmen how to do 
their job but I had no actual experi- 
ence, so I put in for a salesman’s job,” 
Henwood says. He got it, being ship- 
ped to New Jersey’s Sussex and 
Warren counties where there were 
no Amoco stations. About a year later, 
after Henwood had “put up a couple 
of Amoco signs”, he went to Newark 
to handle TBA and warehousing. 
Later he went on to Albany as office 
manager, taught a course in oil “com- 
plete from geology to refining” for 
salesmen. After that he wrote a series 
of auto tour booklets for Amoco. 

Then, after two years of running an 
Amoco jobbership in Passaic, Hen- 
wood joined Meenan Oil as assistant 
general manager in New York City. 
And when Meenan expanded to cover 
Levittown, L. I, Henwood helped 
out to such a degree that he became 
a vice president in 1952. 

Happy Outcome—Not being a big- 
name writer doesn’t disturb Hen- 
wood. “It’s a funny thing,” he says, 
“but all through my oil years, I've 
been able to do some writing and 
teaching.” And Henwood is still at it, 
trying to show other oil men how to 
do a better job. = 





News Notes... 





F. L. Drake, Socony Mobil Oil Co., 
New York, was elected president of 
the American Petroleum Credit Assn. 
A. A. Hock, Tidewater Oil Co., San 
Francisco, was chosen as vice presi- 
dent. Re-elected treasurer and secre- 
tary respectively were B. H. Morse, 
Cities Service Oil Co. (Del.), Chicago, 
and S. J. Haider, National Assn. of 
Credit Men, St. Louis. Regional vice 
presidents are: W. J. Habkirk, British 
American Oil Co., Toronto; Dewey 
Walker, D-X Sunray Oil Co., Tulsa, 
and R. W. Vanden Heuvel, Shell Oil 
Co., San Francisco. 


Ohio Oil Co. has created a new 
Chicago marketing district at Des 
Plaines, Ill., to serve the northern 
Illinois and Chicago area. R. D. Rob- 
inson, former assistant manager of the 
Ohio marketing district, is the new 
head. P, E. Keenan, former specialist 


for jobber sales, is assistant manager 
of sales. H. P. Sheldon, former Toledo, 
Ohio, zone manager, succeeds Rob- 
inson in Findlay, Ohio. 

& 

Cities Service Oil Co. (Pa.) has 
purchased the Taylor Oil Co., oper- 
ated by the four Taylor brothers— 
D. E., A. T., W. R. and Leslie. The 
company has 42 gasoline outlets in 
Norfolk, Portsmouth and Princess 
Anne County, Va. 


James Keating has been promoted 
to manager of the Milwaukee market- 
ing division for Clark Oil & Refining 
Corp., Milwaukee, Wis. He was for- 
merly marketing division manager in 
Brainerd, Minn. 

2 


D-X Sunray Oil Co. has announced 
the following appointments in the 
southern division, headquartered in 
Tulsa: W. C. Parkey, assistant divi- 
sion manager, distributor sales; L. A. 
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Randow, district manager, distributor 
sales; V. K. Graber, district sales 
manager headquartered in Memphis; 
H. P. Mclilrath, assistant division real 
estate manager; L. O. Webb, special 
representative, and J. J. Burke, mana- 
ger of TBA sales. 


. 

Standard Oil Co. (Indiana) has 
created 48 new district sales offices 
under the jurisdiction of the regional 
offices. District Managers are: 

Central region (northern Ill., Ham- 
mond-Gary, Ind.}—R. F. Emmons, 
Chicago north; D. E. Alexander, 
Chicago central; H. Rinkema, Chicago 
south; W. L. Gross, Joliet, and G. J. 
Gohlinghorst, Rockford. 

Eastern region (Lower Mich.}— 
F. J. Swindell, Detroit east; E. M. 
Riemcke, Detroit west; R. M. Spooner, 
Grand Rapids; W. C. Love, Lansing, 
and K. Mueller, Saginaw. 

Northern region (Wisc., Upper 
Mich.)}—M. B. Pierce, Eau Claire; 
E. I. Boldon, Green Bay; E. E. Leslie, 
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Hyames: No more afternoons of golf 


DON E. HYAMES, 43, new president 
of the Alabama Petroleum Jobbers 
Assn., is a Kansas boy who has made 
his business career in the Deep South. 

After working for Firestone Tire 
and Rubber in Memphis and New 
Orleans as a district credit manager, 
Hyames became a Shell jobber in 
Aliceville, Ala., in 1946. In 1955, he 
switched to Phillips. His operation, 
built on oil products (which now top 
1,000,000 gal. a year), has been di- 
versified. Hyames owns two recapping 
plants and intends to separate his TBA 


business, running over $100,000 a 
year, from the petroleum business. 

Hyames’ skill as an accountant is 
reflected in his philosophy as associa- 
tion president. “I think jobber-supplier 
relations are showing an improve- 
ment,” remarks Hyames. “But I think 
before there can be much more im- 
provement, we are going to have to 
present a more accurate picture of 
our Own operations. 

A depression job took Hyames to 
Memphis after graduation from Wash- 
burn U. (Topeka) in °37 with a law 
degree. Don and his wife, also from 
Kansas, make their home in Alice- 
ville with daughters Karen, 15, and 
Karmen, 10. Douglas, 20, is in his 
senior year at The Citadel. 

With hunting and fishing as hobbies, 
Hyames is part owner of the Lake 
Hollalla Hunting Club, a fish and 
game preserve 18 miles southwest of 
Aliceville. Don gave up golf some 10 
years ago, long before Eisenhower 
popularized it. He chucked it because 
he had become such an addict, shoot- 
ing in the low 70s. It interfered with 
business and he almost lost his job. 

Other APJA officers: Henry Morgan 
Morgan Distributing Co. (Pan Am), 
Opp, first vice president and, Houston 
Smith, Smith Oil Co. (Shell), Tuskegee, 
second vice president. 


Tubb: The object is to carry on 


STANTON TUBB, 37, new president 
of the Tennessee Oil Men’s Assn., 
became an oil marketer in 1950. “We 
had some property Esso wanted to 
rent to put a station on,” recalls Tubb. 
“We thought if they could make 
money out of it, we could too. So we 
started an oil company.” 

The “we” consists of Tubb and 
Wayman Hill, partners in the Tubb 
Hill Oil Co. Stanton is president. 
Their other company is Potter Freight 
Line Co., a draft firm. Tubb Hill, an 
Arkansas Fuel jobbership, is located 





(Continued from page 175) 
Madison; E. J. Murray, Milwaukee, 
and D. A. Hagen, Marquette. 

Northwestern (Minn., N. & S. 
Dak.)—W. M. Lloyd, Aberdeen; E. R. 
Rosenberger, Bismarck; A. K. Reed, 
Duluth; R. B. Thorson, Fargo; R. H. 
Patterson, Huron; H. Kemper, Twin 
Cities; W. B. Gallagher, Rochester, 
Minn., and E. C. Dreblow, Willmar, 
Minn. 

Southern (Mo., Ill.)—C. E. Beatty, 
Cape Girardeau, Mo.; K. G. Blanch- 
ard, Decatur, Ill.; T. E. Locker, 
Jefferson City; H. F. Riedel, Mattoon, 
Ill.; M. E. Crow, Peoria; L. A. Henry, 
Quincy, Ill., and A. C. Bradley, St. 
Louis. 

Southeastern (Ind.)—B. O. Born- 
hauser, Evansville; F. M. Blough, Fort 
Wayne; P. V. Troup, Indianapolis; 
K. D. Fry, Lafayette, and R. E. Lee, 
South Bend. 

Southwest (Col., Kan., Mo., Mont., 
Okla., Wyo.)}—A. G. Martin, Billings; 
W. J. O’Brien, Casper; T. J. Wolfe, 
Denver; R. V. Ware, Kansas City 
metropolitan; F. M. LeValley, Kansas 
City other; D. F. Dettloff, Salina, and 
C. C. Smith, Wichita. 

Western (Iowa, Neb.)}—L. E. 
Garnas, Cedar Rapids; F. W. Roos, 
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Davenport; R. R. Aune, Des Moines; 
T. F. Garty, Omaha; J. H. Mertens, 
North Platte, and H. W. Crawford, 
Sioux City. 


Preston 


Robert E. Preston, assistant general 
manager of division sales in the Cleve- 
land home office of Standard Oil Co. 
(Ohio) is now manager of the Sohio 
Cleveland division. He succeeds W. H. 
Doyle, who retired. A. Franklin Ful- 
ton was named assistant division man- 
ager under Preston. He was formerly 
division manager of retail sales. 

- 


Richard M. Johnson, director of 
sales for Cosden Petroleum Corp., 
has been elected a vice president. 


Mrs. Helen Bond, first secretary of 
the Florida Petroleum Marketers Assn. 
and wife of Fred Bond of Southoil 
Co. of Florida, Jacksonville, has gone 
into the retail fuel oil business. She 
bought two companies: H & H Oil 
Co., formerly owned by George 
Haines and Jack Higginbotham, and 
Arlington Fuel Oil Co., formerly 
owned by John W. Wright, superin- 
tendent of Southern States Oil Co. 
Mrs. Bond will be assisted by R. C. 
Vogel. 


John B. Lewis has moved up from 
assistant sales manager to sales man- 
ager of Coastal Oil Co., Newark, N. J. 
Elmer J. Garrabrant has become man- 
ager of accounts. 

* 


A. J. Burkhardt, retired from Sin- 
clair Refining Co. as manager of bulk 
lube oil sales, is now associated with 
Harry P. Dunn Co. and Charles J. 
Wood and Associates, both in Chicago. 

* 

Henry V. Smock, formerly assist- 
ant manager of The Texas Co.’s 
Indianapolis division, transferred to 
the Minneapolis sales division as man- 
ager. He succeeds Prentiss H. Savage, 
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in Sparta, 100 miles east of Nashville, 
west of Knoxville and north of 
Chattanooga. 

Today Tubb’s business runs about 
1,800,000 gal. a year. He supplies 30 
retail outlets, 10 of which he controls. 

Tubb says his objective as president 
will be “to carry on with the fine 
program developed by Pop Jennings.” 
L. B. Jennings served two years as 
president, pulling together disparate 
factions. An important problem, says 
Tubb, is creating good will within the 
industry. 

A native of Sparta, Tubb enlisted 
in the Naval Air Corps in 1941 after 
a year at Vanderbilt. Returning from 
the service in 1945, he went into a 
woodworking business. He is a Rotar- 
ian, active in Boy Scout work and 
lists hunting and golf as hobbies. The 
Tubbs have three children—William 
Bronson, 8; Dorothy Jean, 6; and 
Loula Karen, 3. 

Other new officers are Larry John- 
son, River Oil Co. (Phillips), Memphis, 
vice president for western Tennessee; 
Emil Pellettieri, Southern Oil Service 
(independent refiner), Nashville, vice 
president for central Tennessee; and 
Bates R. Parman, Parman Oil (Shell), 
Nashville, treasurer. E. C. Browder, 
Browder QOil (Shell), Harriman, con- 
tinues as v.p. for east Tennessee. 


Kellum (right) and fellow officers* 


STACY KELLUM, 41, president- 
elect of the Mississippi Oil Jobbers 
Assn., is a major-company-employe- 
turned-jobber who attributes his suc- 
cess to his salaried experience. 

In 1948, Kellum took over a run- 
down jobbership doing 500,000 gal. 
a year in Hollandale, Miss. (pop. 
2,500). Today it’s up to 1,750,000 
gal. a year, a $14,000 loan has been 
paid off and Stacy’s own original in- 


“Namely, Tom Munro, Munro Oil 
& Paint Co., Biloxi (Shell), vice 
president, and Mrs. A. E. (Laura) 
Talbott, Talbott Oil Co. (Amoco), 
Pascagoula, treasurer. 
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vestment of $1,200 is looking very 
good. 
Before 1948 Kellum was assistant 
to the general sales manager of Pan 
Am Petroleum (1946-48), which re- 
cently was merged with Amoco. That 
made Kellum an Amoco jobber 
(Stacy Kellum Oil Co.). 

Kellum’s biggest problem now: find- 
ing and keeping enough operating 
money. 

As MOJA president, says Kellum, 
his principal objective will be “to weld 
a harmonious feeling between Mis- 
sissippi jobbers and their suppliers— 
to work together to resolve mutual 
problems in a constructive way. .. . I 
expect suppliers in Mississippi to fully 
recognize our problems and come to 
our aid where necessary.” 

A native Mississippian, Kellum went 
to Millsaps College, Jackson; rose 
from private to major in the field 
artillery during World War II, serving 
in the Pacific; is active in community 
affairs, and is an Ole Miss fan. The 
Kellums have two children: Stacy, 
Jr., 12, and Sarah Elizabeth, 8. 

Tall, debonair and relaxed, the 
friendly, fluent Kellum is a life-sized 
picture of the Southern gentleman. 


For more news of association 
officers, please turn the page 





who retired in September. Floyd R. 
Skipwith replaces Smock at Indiana- 
polis. George M. Bickel replaces 
Skipwith as assistant sales manager of 
the Denver division. 

o 


V. F. Saitta, Colorado district man- 
ager for Socony Mobil Oil Co., has 
been transferred to New York head- 
quarters as assistant manager of the 
gasoline and solvents division in charge 
of the 16-state central marketing re- 
gion. C. S. Alison, assistant manager 
of the Montana district, succeeds 
Saitta. 

eo 


William W. Kerrigan has been ap- 
pointed credit card supervisor for the 
eastern division of Tidewater Oil Co., 
headquartered in New York. Since 
last March he has been service sta- 
tion sales supervisor in the company’s 
New York district. Before that he 
was sales supervisor at Newburgh, 
ae 


Gordon O. Macaulay has been 
appointed regional manager, whole- 
sale sales, for Standard Oil Co. of 
California’s Portland region, succeed- 
ing the late E. V. Burns. George B. 


McLean takes over Macaulay’s pre- 
vious job as Honolulu district mana- 
ger, and is replaced by R. W. Thomas, 
district sales manager in Tucson, Ariz. 


W. H. Bade, San Diego division 
manager of retail sales for Standard 
Oil Co. of California, has been ap- 
pointed special assistant to the vice 
president, marketing, of the firm’s 
Western Operations, Inc. He will be 
headquartered in San Francisco. 


H. L. Allen, manager of the Buffalo, 
N. Y., sales division of The Texas Co. 
since 1951, retired as of December 1. 
He joined the company in 1923 as a 
warehouseman. 


George S. Smith has been named 
division manager for direct sales at 
Seattle, Wash., by Union Oil Co. of 
California. He will cover western 
Washington, British Columbia and 
Alaska. 


William F. Robinson has been 
named manager of the newly-created 
economic and technical division of 
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the inland waterways department at 
Esso Standard Oil Co.’s New York 
headquarters. The division was set up 
to study ways to improve oil shipments 
on inland water routes. 

e 


G. Melvin Sheldon has been named 
sales promotion and training manager 
of Hancock Oil Co., Los Angeles. 

* 


H. D. Moore, assistant general 
manager of wholesale sales for Sin- 
clair Refining Co., has been named 
a vice president and will be executive 
assistant to the executive vice presi- 
dent for operations. 

s 


E. C. McCaig is now sales man- 
ager of Shell’s Indianapolis division. 
He was manager of the advertising 
division of the sales promotion and 
advertising department at the head 
office. D. C. Stevenson, manager of 
the sales promotion division, succeeds 
McCaig. 

* 


C. L. Towers, Jr., has been ap- 
pointed operations manager of the 
Indianapolis marketing division of 
Shell Oil Co. to succeed R. H. Cowan, 
who is retiring at the end of the year. 
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the greatest... 
for dependable, 
trouble-free 
performance 


DESIGNED AT THE REQUEST OF AND IN 
CONJUNCTION WITH MAJOR OIL COMPANIES. 


PRIME-RETAINING 


CHECK VALVE 


This above ground check valve 
retains pump prime indefinitely. The 
softer-than-metal, petroleum-imper- 
vious seal is unaffected by traffic 
vibrations. Ruggedly constructed 
spring-actuated disc is guided above 
and below to assure perfect seating. 
Foreign matter easily removed with- 
out breaking the line. 

Two models for 1/2” pipe are avail- 
able. Alconite body, bronze fittings. 
CATALOG NO. GP-90. Outlet— 
Union end, with Underwriters ap- 
proved O-ring seal. 

CATALOG NO. GP-91. Outlet— 
Dresser end. 


POSITIVE PROTECTION 
FOR PRESSURIZED SYSTEMS 
Automatically closed by 
fire, shock or breakage. 
Many exclusive features. 
Ask for Bulletin No. 95 
giving complete data. 


owe. 


Write for complete data. 


COMBINATION PUMP VALVE CO. 
850 Preston Street 
Philadelphia 4, Pennsylvania 
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Mueller: Up with the farmers 


CARL MUELLER is new president of 
Nebraska Petroleum Marketers, Inc. 
He operates the Mueller Oil Co., 
Sinclair jobbership in Columbus. Muel- 
ler has two bulk plants—his own and 
one he rents from Sinclair—and puts 
out about 750,000 gal. a year to 
seven service station accounts, 50-75 
farm accounts and a few heating oil 
accounts. 

An early riser, he gets to the office 
about 7 a.m.—6 in the summer. Later 
in the morning, he’s behind the wheel 
of his gasoline truck calling on his 
farm accounts. He catches them at 
home early, because by afternoon the 
farmers are either busy in the fields 
or have headed to town. 

Other newly elected officers are 
Gerald A. Spohn, Spohn Oil Co., 
Kearney, and Len M. Schultz, Schultz 
Oil Co., Rogers, vice presidents. 

Lew Grosshans, Grosshans Oil Co., 
Beatrice; Fred Evans, Evans Oil Co., 
Arapahoe; and David McLaughlin, 
Desher Oil Co., Deshler, were named 


as new members to the board. Mc- 
Laughlin fills the unexpired term of 
Tim Grantham, Grantham Oil Co., 
Kearney, whe resigned. 

George Watters was named exec- 
utive secretary. He had been acting 
secretary of the group since the death 
of Herbert Hahn, executive secretary 
of the group for many years. 


Fred Wilder of Wilder Oil Co., 
Boonville, was re-elected president of 
the Indiana Independent Petroleum 
Assn. at the fall convention. Re-elected 
with him were Fred Fehsenfeld, Cry- 
stal Flash Petroleum Corp., Indianap- 
olis, vice president, and Emniett 
Farmer, Capitol Oil Co., Camby, 
treasurer. New man on the board is 
Bud Braun, Gerber Oil Co., Cannel- 
ton. 


Hardin Kimrey of Clinton is the 
new president of the North Carolina 
Oil Jobbers Assn. New vice president 
is Charles Burnette, Mt. Olive. Treas- 
urer is T. Ed Brown, Wilson. The 
North Carolina jobbers initiated a new 
office, vice president-fuel oil, and 
elected Joe Berry of Greensboro to 
the post. 

Elected to the board of directors 
for three-year terms were: O. F. 
Dumas, Goldsboro; Burt Bennett, Win- 
ston-Salem; G. E. Maultsby, Jackson- 
ville; F. C. Roberts, Gastonia; and 
A. C. Widenhouse, Concord. One-year 
terms went to Charles Harris, Dur- 
ham, John Norwood, Raleigh, and 
Ray Lutz, Shelby. 


At a recent organizational meeting 
the North Carolina Independent Pe- 
troleum Marketers Assn. elected Roby 

(Continued on page 184) 





Arthur W. Winter has been elected 
controller of Great Northern Oil Co. 
in St. Paul, Minn. He headed his own 
firm, Winter Distributing Co., Tucson, 
Ariz., from 1950 until this year. Be- 
fore that he was president of 
Roosevelt Oil & Refining Co., Mt. 
Pleasant, Mich. 

& 

Walter Famariss, Jr., president of 
Famariss Oil & Refining Co., Hobbs, 
is chairman of the New Mexico Pe- 
troleum Industries Committee. 

* 

Tidewater Oil Co. has appointed 
Herbert M. Hone district manager 
and Lloyd Walck sales supervisor, 
both at Tulsa. At Joplin, Mo., H. E. 


Bischoff is now sales supervisor; K. D. 
Fish, salesman, and Bill J. Phillips, 
merchandising salesman. 

* 

C. W. Stiles is now lubricants 
manager, central division, for Shell 
Oil Co. of Canada. He had been 
senior technical assistant, head office 
lubricants. 

e 

Errol E. Williams, Shell Oil Co.’s 
head office representative for LP-Gas, 
has been appointed to the board of 
directors of the National LP-Gas 
Council. He replaces Gordon Fuller, 
now sales manager for Shell in Sac- 
ramento. 

(More About Oil People, page 184) 
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6 Sound Answers to 
6 Reasonable Questions about 


TODAY'S GASOLINE! 


O And how much has the price of gasoline gone 
~~ up? 





Most Americans think of the oil indus- 

try in terms of gasoline. The better they A . 
understand gasoline — the better they 
understand you and your industry. So 
keep your friends and customers in- 
formed by keeping yourself informed 
about the facts of today’s gasolines! What are these big boosts in gasoline quality? 


The actual price of the gasoline itself has 
risen less than 6% in the past 5 years. Com- 
pare that with the price increases on other 
items you buy every day. 











Well, today’s “regular” gasoline is as good 

as “premium” gasoline was just 5 years 
Why has the price of gasoline gone up in the ago. 

ew" past 5 years? 


Like everything else, gasoline has gone up And what about today’s “premium” gasoline? 

* in price—but very little. Big boosts in gaso- 
line quality have more than made up for 
the small increase in price. And, of course, 
taxes on gasoline have gone up, too. 


Today’s “premium” is as powerful as fighter 
plane gasoline at the end of the last war. 


O Just how much are these gasoline taxes? Why do I need these “higher-powered” gaso- 
; lines? 


A Direct taxes—Federal and State—now add Today’s powerful engines demand these 
* 8.9¢ (national average) to the price of every improved fuels for efficient operation. The 
gallon of gasoline. This adds 40¢ to every gasoline of your father’s day would be com- 
dollar spent for today’s gasoline. pletely inadequate in today’s modern car. 


With Today’s Gasoline 
YOU DRIVE THE BEST BARGAIN IN YEARS! 


Clip this coupon for more information 
about today’s gasoline and your industry! 


American Petroleum Institute, Dept. G 
50 W. 50th St., New York 20, N. Y. 


I would like to obtain more information about today’s 
gasoline quality, prices and taxes. Please send me 
your FREE booklets. 


NAME 





ADDRESS 








ZONE__ STATE__ 
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E. Taylor its first president. Other 
officers are: J. R. Helderman, Alber- 
marie, vice president, and E. R. Mc- 
Coy, Charlotte, secretary-treasurer. 
Directors are: Frank Kenan, Durham; 
J. F. Gant, Walkertown; J. E. Bar- 
ringer, Hickory; and Paul Kendall, 
Chattanooga, Tenn. 

e 


The West Virginia Petroleum Assn. 
elected J. F. Bedell, Jr., chairman 
and I. Van Meter vice chairman of 
the association. Bedell is West Vir- 
ginia manager for Esso Standard Oil 
Co. in Charleston. Van Meter is dis- 
trict manager for Pure Oil Co., also 
in Charleston. 

& 


A. M. Heringer, Jr., Lone Star Co., 
Jonesboro, has been re-elected presi- 
dent of the Arkansas Independent 
Oil Marketers Assn. Joe B. Mills, 
Mills Oil Co., Clarksville, was re- 
elected first vice president. E. L. Dick- 
son of Pocahontas, William Gregg of 
Harrison and W. I. Swink of Imboden 
were re-named vice presidents. 


Coming Meetings 


JANUARY 1958 


Kentucky Petroleum Marketers Assn., 32nd annual meeting 
and convention, Brown Hotel, Louisville, Jan. 7-9. 


Kansas Oil Men’s Assn., annual convention, Lassen Hotel, 
Wichita, Jan. 12-14. 


>South Carolina Oil Jobbers Assn., annual meeting, Hotel 
Columbia, Columbia, Jan. 16. 


Independent Oil Men’s Assn., annual meeting, Hotel Statler, 
Boston, Jan. 22. 


Northwest Petroleum Assn., annual meeting and trade show, 
Nicollet Hotel, Minneapolis, Jan. 22-23. 


FEBRUARY 1958 


Missouri Petroleum Assn., annual convention, Chase Hotel, 
St. Louis, Feb. 5-8. 


Iowa Independent Oil Jobbers Assn., annual meeting and 
trade show, Hotel Fort Des Moines, Des Moines, Feb. 20-21. 


Wisconsin Petroleum Assn., annual meeting, Hotel Schroeder, 
Milwaukee, Feb. 26-27. 


MARCH 1958 


Illinois Petroleum Marketers Assn., annual meeting, Sherman 
Hotel, Chicago, Mar. 18-19. 


®Ohio Petroleum Marketers Assn., annual convention and 
marketing exposition, Deshler-Hilton Hotel, Columbus, Mar. 
19-20. 
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@ When these New Jersey oil men met for an informal get-together, they were sur- 
prised to find their years of service to the industry totalled an impressive 276. Stand- 
ing left to right are: Henry Muller, Muller Fuel & Oil, Weehawken, 38 years; A. R. 
Lange, board chairman, Adam Cook’s Sons, Linden (the group's host), 45 years of 
service; L. A. Ryan, vice president, Fiske Bros. Refining Co., Newark, 45 years; A. F. 
Germaine, president, Jaeger & Germaine Oil Co., Union, 34 years. Seated, left to 
right: R. C. Buckley, sales manager, Hartol Petroleum Corp., Harrison, 24 years; 
R. W. Valter, division sales manager, Tidewater Oil Co., New York, N. Y., 42 years, 
and B. C. Price, vice president, Swan-Finch Petro Chemicals, Hackensack, 48 years. 


Texas Oil Jobbers Assn., annual meeting and trade show, 
Baker Hotel, Dallas, Mar. 27-29. 


Oil Industry TBA Group, Western Division, annual meeting, 
Santa Barbara Biltmore Hotel, Santa Barbara, Mar. 31-Apr. 1. 
APRIL 1958 


Independent Oil Men’s Assn. of New England, annual 
convention, Statler Hotel, Boston, Apr. 15. 


National Petroleum Assn., semi-annual meeting, Hotel Cleve- 
land, Cleveland, Apr. 17-18. 


MAY 1958 


Liquefied Petroleum Gas Assn., annual meeting, Conrad 
Hilton Hotel, Chicago, May 3-7. 


Assn. of American Battery Manufacturers, Waldorf Astoria 
Hotel, New York City, May 5-7 


Pennsylvania Petroleum Assn., Hotel Bedford Springs, 
Bedford, May 11-13. 


Gasoline Pump Manufacturers Assn., The Cloisters Hotel, 
Sea Island, Georgia, May 12-14. 


National Oil Jobbers Council, mid-year meeting, Hotel 
Jung, New Orleans, May 19-21. 


»API Division of Marketing, Roosevelt Hotel, New Orleans, 
May 21-23. 
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DISPLAYED RATE 





Equip t and B 


ing appearing on other than a contract basis. 


Contract rates quoted on request. 


Employment opportunities $27.00 per 
subject to Agency Commission. 


il 


SERVICE MANAGER WANTED: 


Challenging opportunity for energetic man with heat- 
ing and oil burner service experience to assume full 
responsibility of one of New England's largest and 
best equipped service departments. Liberal compen- 
sation, Profit Sharing, and other benefits. Submit 
full resume. 
P-6596 National Petroleum News 

Class Adv. Div., P. 0. Box 12, N. Y. 36, N. Y. 


Opportunity advertis- Undisplayed ads. 


inch, vertically on one column, 3 columns—30 inches 


P.O. Box 12, N. Y. 36, N. Y. 








SELLING OPPORTUNITY OFFERED 


Jobber Sales Representative for major oil com- 
pany. Territory—Northern Illinois. 


CLASSIFIED 


INFORMATION 


The advertising rate is $17.75 per inch for BOX NUMBERS count one additional line in $1.80 a line. Minimum 3 lines. To figure ad- 
vance payment count 5 average words as a 
line (see € on Box Numbers.) 

POSITIONS WANTED. Undisplayed rate is one 
half of above rate, payable in advance. 
PROPOSALS, $1.80 a line an insertion. 


DISCOUNT of 10% if full payment is made 
in advance for four consecutive insertions of 
undisplayed ads (not including proposals). 
AN ADVERTISING INCH is measured inch 


—to a page. 


Send NEW ADVERTISEMENTS to Classified Advertising Division, NATIONAL PETROLEUM NEWS 
SECTION CLOSES December 11th for January issue. 


| 


UNDISPLAYED RATE 


ail 





ANYONE IN FLORIDA LOOKING 
FOR A GOOD MAN 


Sales executive live-wire volume producer. 
Presently employed as manager (full charge) 
20 million gal. gasoline 60 service station 
operation metroplitan area. 


Not a yes man stick in the groove sort of 
guy but a capable business man with sound 
ideas. Will travel for responsible interviews, 





amount of experience in this field necessary. 
Age under 40. State qualifications. All replies 
confidential. 
RW-6580 NATIONAL PETROLEUM NEWS 
520 N. Michigan Ave., Chicago 11, Ill. 














RE PLIES (Box No.): Address to office a you 
¢/, This publication Classified Adv. D 
NEW YORK: P. O. Box i? 
, N. Michigan Ave. 
FRANC ISCO: 68 Post St. 





li EMPLOYMENT. 





en 


Scheduling Coordinator—Petroleum—An excel- 
lent opportunity exists with our stable, pro- 
gressive company. We prefer a man with super- 
visory experience. Past petroleum industry ex- 
perience would be beneficial; however, we will 
train the right man. Position involves scheduling 
and long range supply coordinating of gasoline 





ilable after Jan. Ist 1958. 


PW-6588 National Petroleum News 
Class. Adv. Div., P.0. Box 12, W.Y. 36, ILY. 








STEEL STORAGE TANKS 


Railroad Tank Car Tanks 
6,500 to 12,000 Gal. Cap. 
Coiled and Non-Coiled 
Cleaned — Painted — Tes 


Your Inquiries 


MARSHALL RAILWAY 
EQUIPMENT CORPORATION 


328-332 Connell Building 
Scrantoa 3 a Te 





a 











| PROFESSIONAL 
SERVICES 

















PROPANE GAS PLANTS 


ANHYDROUS AMMONIA PLANTS 
Designed and Installed 


PEACOCK CORPORATION 
Box 268, Westfield, N. J. 


FOR SALE 


2400 gal. L194 Int. with delivery equipment 
4000 gal. Semi Trailer with meter 
1600 gal. White truck and tank with 
delivery equipment 
1600 gal. GMC truck and tank with 
delivery equipment 
1500 gal. GMC truck 
4—7000 gal. tank Tandems 
4—5300 gal. Semi Trailer 
6—4500 gal. Semi Trailer 
Contact Berman Sales Co. 
925 WN. Gettrep St., Allentown, Pa. 
Telep Hemlock 3-5266 























trades with other oil plus 
pumeins scheduling. Person selected should have 
an analytical mind and be competent in both 
correspondence and long distance calls. Informa- 
tion prepared in this position goes.to higher 
management from which managerial decisions 
are made. Salary is open and attractive. Bache- 
lor’s degree in Business Administration required. 
Age 28-45. Our employees know of this advertise- 
ment. Reply in confidence stating: education, ex- 
perience, age, and salary requirement.. P-6599, 
National Petroleum News. 


(EQUIPMENT -sed-surplis 


FOR SALE 


Tank trailers—5200 gallon Heil. 6 compartment 

with _meter. Excellent Condition. Bruce E. 

Hackett Co., 1400 Kansas Avenue, Kansas City, 
nsas. Phone: MApyfair 1-2363. 


| BUSINESS OPPORTUNITIES 


Bulk Oil Plants Propane Gas’ Plants—Selected 
properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd, Petro- 
leum Marketers, 605 Produce Bank Bidg., Minne- 
apolis 3, Minnesota. 


Petroleum and feed bulk Plant on 175’ x 320’ 
lot—-R.R. siding—two 36” x 100” buildings—8 
room cottage-——-9 storage tanks, proce 000 
gallons—four ” pumps—two 3” p Tanks 
ptional. *R0-6614, Na- 
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LEGAL NOTICE 





STATEMENT REQUIRED BY THE ACT OF AUGUST 
24, 1912. AS AMENDED BY THE ACTS OF MARCH 
3, 1933, AND JULY 2, 1946 (Title 38, United 

States Code, Section 233) SHOWING 

OWN ‘ERSHIP, MAN ~~ 
F 
NATIONAL PETROLEUM NEWS published monthly at 
me ~_ Pa. for October 1, 1957. 

The names and addresses of the publisher, editor 
omedinn editor, and business manager are: Published by 
MeGraw-Hill Publishing Company, 
eet, New York 36, N.Y.; Ed 


k : 
330 West 42nd Sireet, New York & SS 

Business maneene, Richard H. Loyer, 330 West 42na 
Street, New York i 2 

owner is McGraw-Hill peasihing Company, Inc., 
330 —e 42nd St., New York 36, N.¥. Stockholders 

is 1% or more of stock are Donald C. McGraw & 
Willard T. Chevalier, Trustees under Indentur> of Trust 
m/b James H. » Spee 1/14/21 as modified; Donald 
Cc. McGraw W. McGraw, Trustees under an 
Indenture of Trust m/b James H. McGraw, dated 7/1/37 
as amended; Donald C. MeGraw, indi! duaily Harold W. 
McGraw, ana ao . Ww L, 


J 491, wu 5 N.Y.; 
Touchstone & Co., c/o Wellington Fund, Inc., ¢ 24 
Delaware. 

3. known bondholders, ns. /tagees, and other security 
holders owning < ae 1 per cent or more of total 
amount of bonds, or other securities are: None. 

4. Paragraphs ‘a's — x inctude. in cases where the stock- 
holder or security holder appears upon the books of the 
company as trustees or in any other fiduciary relation, the 
name of the person or corporation for whom such ~ee is 
acting; also the statements in the two paragraphs show the 
affiant’s full knowledge and belief as to the ———- 
and conditions under which stockholders and ~4 
holders who do not appear upon the books of the compen 
as trustees, hold stock and securities in a capacity aher 
than that of a bona fide owner 

McGRAW-HILL PUBLISHING COMPANY. Axe. 

By Joh Cooke, retary 
worn to and subscribed before rhe this Sed day of 
september 1957. 


ANET - ws 
(My commission expires March 30, 
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TRUCK FOR SALE 


1949 Ten-wheel Mock fuel oil tank truck 
—Model E.Q.S.W. with 431 engine and du- 
plex transmission—3500 gallons—! com- 
partment tank with baffles—fully skirted— 
2” Neptune printer meter—2 Hanney elec- 
tric hose reels—excellent condition. 


MEENAN OlL CO., INC. 


P. O. Box 97, Levittown, N.Y. 
PErshing 5-6000 








OIL STORAGE 
FOR LEASE ON DEEP WATER 
One $0,000 bhi. Cone Roof Tank 
One 55,000 bbi. Cone Roof Tank 
Two 45,000 bbi. Cone Roof Tanks 
COASTAL TERMINALS, INC. 
P.O. BOX Pas Coemnsever, $s. C. 











PREFERRED 


Steam generator 

150 Ib. re SS = autoamtic 
ewanee boiler, 100 hp pressure 
#6 oil, fully automatic pd ie stacks 
Eire ealeeanns”” 


060 gallon tanks 
INDUSTRIAL SUPPLY CO. 
Hartford 


95 Olmsted Street, East 8, Conn. 385A 84442 
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Nowyou can break through the vapor barrier in service Tokheim offers submerged-in- 


° : : ; : . tank pumps of 4,%4,% and3 
station pumping to a bright, new day in fuel dispensing. h.p. ess Bil Benken. Re- 


The Tokheim CENTRAL SERVICE SYSTEM of re- “2 mote Surface Pumps and 
. i Booster Systems for improving 
mote control pumping actually introduces a new era sei “<4 the performance of existing is- 
in gasoline retailing. It stops vapor lock, practicall tice seis] land pumps; also a complete 
8 ° 8. : P ‘ P he mi ep pesccleyf line of conventional suction 
eliminates island noise, permits greater freedom in pumps. See them today ! 
station planning, reduces operation and replacement 
expense. It is the only really modern method of dis- 


pensing motor fuel. Call your Tokheim representative OKHEIM 


today for an eye-opening demonstration. 








Write factory for bulletin! 


There sno substitute for TOKHEIM QUALITY! Central 


3 
Service 
TOKHEIM CORPORATION 
ca ui ot ae pgp en System 


Subsidiaries: Tokheim N.V., Leiden, Holland—GenPro, Inc., Shelbyville, Ind. 


Factory Branch: 475 Ninth Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ont. 





of remote control pumping 
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